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Again the Naef laboratories at Geneva, Switzer- 
land have scored a signal success in the devel- 
opment of a remarkable new synthetic Rose --- 
WARDIA, Naef. 


WARDIA can be used very well in conjunction 
with Rose concretes and absolutes, as well as in 
formulae in the same manner as natural French 
Rose. WARDIA is entirely stable, very lasting and 
can be used in any type toilet preparation with- 
out fear of discoloration. 


The introduction of WARDIA now is particularly 
timely in view of the recent advance in the price 
of the natural French Rose products. WARDIA 
compares most favorably with the present mar- 
ket for the absolutes and concretes. 


$56.00 per pound 


13-15 WEST 20th ST., 
NEW YORK, N. Y. 
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Adulteration was a major crime 


in he [5” Century... 


Ad 





Saffron, a perfume known to the Egyptians, was consid- 
ered of such importance in the middle ages that in 
Nuremberg, in the |5th Century, men were burned at 
the stake or buried alive for its adulteration. 


Pride in the product prompted such drastic measures 
in ancient times—the same pride that lives in the hearts 


of all reputable manufacturers today. 


We take pride in the knowledge that ‘Everclear’ 
Alcohol is acknowledged by outstanding manufacturers 
and chemists to be the perfect solvent for all floral and 


essential oils. 


AMERICAN COMMERCIAL 
ALCOHOL CORPORATION 


405 Lexington Avenue - - - New York, N. Y. 








Plants: Pekin, Ill.; Philadelphia, Pa.; Gretna, La.; Sausalito, Cal. 
Sales offices in most large cities. Warehouse stocks carried at 
all principal consuming points 
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Administration Plans 
Sharp Revision 
of Old Drug Law 


by C. W. B. HURD 


ASHINGTON, July 8.—Plans spurred along 

by the Administration already are under way 

to present a revised food and drugs bill when 
Congress again convenes next January. 

The legislative recommendations that will be made 
have not been definitely framed but it has been strongly 
indicated in White House circles close to the President 
that Mr. Roosevelt will urge and insist at that time 
upon enactment of a strong bill, although one possibly 
modified to meet the major complaints made in the hear- 
ings before a Senate subcommittee in the past session. 

In the absence of a new legislative program, following 
the fiasco that overswept the bill introduced at the 
last session, officials are not yet ready to be quoted. 


Administration’s Threefold Viewpoint 


However, the Administration espousal of new legisla- 
tion divides itself into three forms, aside from the pro- 
posals that have been made year after year by Senator 
Copeland, of New York. These may be described briefly 
as follows: 

1. President Roosevelt insists emphatically upon re- 
vision of the old statutes to eliminate misbranding, 
strengthen the safeguards for purity of products and 
correct misleading advertising. 

2. Undersecretary of Agriculture Rexford G. Tug- 
well, whose name was attached to the Administration 
bill presented to the last Congress and which later was 
merged with Senator Copeland’s bill, recommends that 
the best method of accomplishing this is to vest un- 
precedented regulatory authority in the Food and Drug 
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Administration, of the Department of Agriculture, set- 
ting up wide a sphere of discretionary regulations backed 
by penalties based on only a skeleton law. 

3. Walter G. Campbell, chief of the Food and Drug 
Division, who holds the confidence of almost all manu- 
facturers and trade associations, obviously supports the 
original Administration measure, but has indicated 
conciliatory attitude to the effect that he would wel- 
come the granting of liberal rights to manufacturers and 
the right to cooperate with his division in framing 
regulations. 

It appears obvious to observers here that those pri- 
marily interested in this legislation do not wish to lay 
down arbitrary strictures on manufacturers which may 
work to their harm. On the other hand, there has 
been considerable criticism of what has been described 
as a policy to grant a Department of the Government 
virtual life-and-death control over a number of related 
industries, including the cosmetic business, which was 
brought within the provisions of the Roosevelt Admin- 
istration bill. 


Object to Protect Consumers 


When the hearings on the combined Copeland-Tug- 
well bill were begun last December, Secretary Wallace 
read a statement, made on behalf of the Administration 
as its author spoke as a member of the President’s official 
family, in which occurred the following paragraph: 

“I think it is generally understood that this bill 
intended primarily to protect consumers. At the same 

(Continued on Page 242) 
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The Function of Sales Promotion 


How Proper Promotional Effort Can Build Good Will 
and Maintain Uniformly Satisfactory Distribution 


by EDNA COLLADAY PIERCE 


What is ‘Sales _Promotion’’? 


ALES are more important now than 

they have ever been. It used to be 
that the cosmetic manufacturer’s chief 
puzzle was how to make it. Now this 
problem is what to do with it after it 
is made. Miss Pierce has had a wealth 
of experience in sales promotion work. 
Her first article is general in character. 
Subsequent ones will be highly practi- 
cal, each discussing a distinct phase of 
promotional activity. The series as a 
whole will form a constructive resume 
of best practice in increasing and hold- 
ing sales of toilet preparations. 
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NUMBER of times I 
have been asked ques- 


tions about sales pro- 
motion. What does it do, 
and why? How does it func- 
tion? How can it be defined 
in terms that people who are 
interested in its results may 
understand how it operates? 
What are its underlying prin- 
ciples and its every day uses? 
One executive said—‘‘How 
can so intangible a method be put into words? Its 
general working out we know, but Aow it functions 
seems nebulous to the average person.” 

This last query I countered with “Can you de- 
fine merchandising in broad terms?” ‘Certainly. Mer- 
chandising stocks goods and moves them from the 
shelves in short periods of time, and induces quick 
turnover.” The man who was talking did not seem 
to realize that be was describing a function, rather 
than giving a definition, and had I asked simply— 
“How? By what means?” he would have been put 
to the necessity of 
explaining sales 
promotion to me! 

Buyers, _mer- 
chandise manag- 
ers, executives at 
the heads of busi- 
nesses, girls be- 
hind the toilet 
goods _ counters, 
even manufactur- 
ers, seem to re- 
gard promotion 
as a mysterious 
process which 
functions in an 
amazing and 
rather occult way 
that brings about 
results in which 
salesmanship and 
advertising some- 
times fail. Sales 
managers are 
more familiar 
with both the 
potentialities and 
the results ob- 
tained by _ sales 
promotion than 
are most other ex- 
ecutives, because 
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they are more frequently in need of and employ its 
methods more consistently, and so far in closer touch 
with its working values. 

One buyer said to me, “Yours must be a fascinating 
sort of job. What do you do and how do you do it?” 

I replied, “‘It is interesting, certainly. I lead a very 
active life, but my main object in being in your store 
just now is to help you, your department and your 
executives do better business on the line I represent. 
What are your problems? What can I do to help you 
get more business?” 

So, for the moment, questions about my own work 
ceased, yet because they continue to recur from time 
to time, I am setting forth here the facts of how sales 
promotion functions, and why. There is nothing mys- 
terious about it, nothing that sound merchandising 
principles do not embody, nothing that successful busi- 
ness firms do not employ and to the enlightened ex- 
ecutive it is a joyous experience to be able to unload 
some of his burdens on the shoulders of the sales pro- 
motion specialist. 

No normal business contact it is possible to name, 
is outside the circle of usefulness of sound sales promo- 
tion. In every commercial and industrial relation, there is 
some proper creative or administrative application of 
sane sales promotion methods. 


Good Will 


Good connections are important to a business. Not 
just knowing the right people, but dealing with them 
in the most intelligent and congenial way. There are 
many factors that enter into this matter. 

Faculties that are capable of stimulating imagina- 
tion by individual understanding of the human angle 
of business are among the primary requisites. 

Encouraging self-respect in every member of any or- 
ganization one encounters, by backing conscientious ef- 
fort with every possible assistance that intelligent psy- 
chology and hearty cooperation can devise, is another 
important phase. 

Uniting the personnel of one’s own and other or- 
ganizations with which one comes in contact in a 
common policy and perspective toward a common goal, 
is a definite part of sales promotion. 

Meeting the consuming public with a real desire to be 
of service and readily comprehending their problems 
and their needs, is another essential. 

It is not easy to agree with those executives who ap- 
parently think that good will can be fashioned out of 
words, regardless of performance and approval. Good 
will from the buyer’s standpoint is a friendly feeling 
of satisfaction that arises from experience and _ sales. 


Developing Consumer Loyalty 


The cultivation of good will in the matter of per- 
sonal contact is really reminder advertising and good 
publicity. It jogs the memory, distributes forget-me- 
nots, calls on the consumer’s loyalty and self-interest 
to come again. Good will is important. So important 
that the intelligent manufacturer bestirs himself to put 
money’s worth into his product and profit into the 
pockets of his retail outlets, which in turn brings it 
into his own. 
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Good will must pass over a bridge of sales. It is not 
passive. It is an active emotion which derives con- 
tinuous stimulation from the use and repurchases of 
a product. Before good will goes sales promotion, the 
means by which merchandise is placed in distribution 


and made available for purchase by the public. When 


‘ distribution fails, demand shifts to the nearest ac- 


ceptable substitute, and good will ceases. Advertised 
merchandise which is not available for purchase, be- 
comes thereafter an object of suspicion. This means 
more than loss of sales. It means loss of customers 
and prestige. 


An Endless Chain of Acceptance 


Successful sales promotion forms an endless chain. 
It utilizes good will to procure continual acceptance 
at all points of distribution and retail sale. By main- 
taining a constant fresh supply at retailing points, it 
provides an inexhaustible volume of the only thing good 
will feeds upon—the service, enjoyment, economy and 
satisfaction embodied in the product. 

But before good will exists at all, before the mer- 
chandise is favorably known, or if, through a faulty mer- 
chandising plan the product has fallen into ill repute, 
it is the hard and necessary task of sales promotion to 
get the product into circulation. That is the great test 
of a sales promotion specialist, the test by which the 
successful specialist makes so many customers and 
friends. 


Remedying Spotty Sales 


The law of cause and effect is the law of business. 
With due allowance for considerations of quality, price 
and service, sales response reflects the imagination, sin- 
cerity and persistency put into selling effort. 

Behind spotty sales you will often find a record of 
irregular advertising and half-hearted selling. Selling 
is a mental process. A buyer’s mind is constantly bom- 
barded with the claims of competitors. The strongest, 
most determined and persistent salesmanship, coupled 
with proper psychology, will win. 

Between the manufacturer and consumer looms the 
barrier of distribution. The best advertising fails 
when the advertised product is inadequately stocked 
at the point of sale. Aiding distribution is an impor- 
tant phase of sales promotion, and if it is of the right 
kind it never rests until each goal becomes a reality, 
when immediately it sets a new goal. While adver- 
tising plays its more spectacular part on the stage, 
sales promotion must labor unceasingly behind the 
scenes. 

It must deliver what the advertiser promises. In its 
contacts with the trade it must both anticipate and 
follow up every advertising move. It must merchan- 
dise the advertising both before and after it appears. 
It must stock the merchandise in advance of the 
demand. It must maintain stocks in existing outlets 
and hunt new ones with a marksman’s eye. 

Nowadays we are very careful how we use the 
word “impossible.” Outside of actual absurdities, of 
course, business and industry have the means of put- 
ting into effect today almost anything that is within 

(Continued on page 236) 
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New Products 


N the following columns appear descriptions of various neu 
products recently placed on the market by perfumers and 
manufacturers of branded toilet goods. These new products 

have recently been featured in retail merchandising campaigns, 
and the information is presented from the standpoint of the 
consumer and through the kind co-operation of the manufac- 


turers. 


Lelong 
The guest powder box is the latest addition to this fine line. 
The color scheme is the usual buff and brown. Each small box 
contains a supply of an individual shade of powder, six in all, 
and the central compartment holds a generous supply of in- 


dividual puffs. 


Marshall Field 
The “Americe” line has been supplemented by a combination 
“treatment” package containing ‘Four Steps to Loveliness”. 
Jars and bottles are glass with handsome plastic closures and the 
set is packed in a modernistic paper box which adds to its at- 


tractiveness. 


Lentheric 
The beach kit, a sturdy wood case covered with waterproof 
linen in a choice of colors, sea green or sand biege, contains an 
assortment of Lentheric products designed for the beach or out- 
ing. A lighter adds to convenience and the place for cigarettes 
(not included because of state laws) holds a bathing cap. 


Colgate 
The new soap, shown against a background of an attractive 
photograph of motion picture stars, is being introduced by offer 
of autographed pictures of the various stars with purchases of 
the soap. The unusually fine design of the wrapper adds to its 


effectiveness when presented on the dealer’s shelves. 
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and Packages 


Riviere 
The “Ronni” perfumes in handsome vials with brass closures 
come twelve in a box for chain store sale. They supplement 
the “Jules V. Riviere” perfumes by the same maker. 
Harper 
An exceptionally handsome box has been designed for the 
new Martha Matilda Harper face powder. It is of cream and 


orange with the Harper Method monogram in light blue. 


Ogilvie 
Ogilvie Sisters have added a “Home Treatment” set to their 
line of hair preparations. A tonic in graceful bottle and a scalp 
pomade in small glass jar make up the kit. Closures are plastic. 
Universal 
Universal Flavor Co. of Kansas City repackages its line of 


extracts in handsome bottles of the modern type. Screw clo- 





sures replace corks and labels have been redesigned. 
Guerlain 
“Huile Contre le Soleil”, a sunburn and tan preventative, 
has been perfected in the company’s Paris laboratories. 
The color scheme is black and white and the basket weave 
style of paper wrapper makes an interesting and handsome 


package topped by a plastic closure. 


"Gowp Boxe 
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Bourjois 
The well-known “Fiancee” powder 
now appears in a sprightly red and 
gold box, rectangular in shape and 
holding half again as much as the 
former round box. 


Hoyt 
The company’s Cologne, a stand-by 
for many years, has been repackaged 
in three sizes with plastic cap and 
labels in black and rose against a white 
background. ‘“‘Rubifoam” has a new 
sprinkler top. 


Lewis 


A new product by Lewis Brothers is “Mal” a hair dressing, said 
to be the last word in this type of preparation. A tall glass bottle 
with metal screw cap has been designed for it and labels are in 
cream. green and black, very effective against the background of 
green liquid. 

Northeastern 

“Lady Lillian” nail polishes in sets containing four shades and 
remover have now been developed by Northeastern Laboratories, 
Boston. The tray is black and gold and the bottles have plastic 
closures. The cover is green with gold decorative effect and reverse 


color scheme is used within. 


Malibu 


Malibu, Inc., Los Angeles, now puts up a liquid mascara in a 
blue glass bottle with plastic closure and a black and gold label. 
A folder carrying complete directions is inserted beneath the cellu- 


lose wrapper. 
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The 
Big Bad 
Buyer 


He Really Ought 
to See 


These Salesmen 


by 
JILL JESSEE 





HE much-maligned purchasing agent or buyer 

must provide some grounds for the reputation he 

has, as a class, in his dealings with salesmen. It 
is the current opinion that tyrannical, rude, and egoistic 
men and women find their happiest lot in buying. But 
the opposite is probably more nearly the truth. It is 
the peculiar exigencies of buying that tend to develop 
these traits. 

Does it not seem that the business man or woman, 
high or low in the ranks, frequently enjoys lording it 
over others in inferior positions? Each person, right 
down to the office boy, is inclined to take out on his 
underlings what he takes from those higher up. The 
office boy’s idea of revenge is to better himself so he 
too can pick on someone. The purchasing agent in 
bullying the salesmen who call on him is choosing to 
exercise his desire for power. The process inflates his 
ego and fills out his chest. But those who resort to 
this means of self-inflation little realize the damage it 
does to their business future and to the opinions of 
those with whom they have associations. 

Courtesy pays dividends. The person who discards 
is Company manners in business is seldom headed for 
success. He will find it difficult to get the things done 
that he wants done because he is so cordially disliked. 
Between bullying and cringing, there is a happy medium 
of business courtesy. A salesman is just another human 
being who deserves the same consideration that the 
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buyer, himself, would expect. 
crisp manner, and a business-like dispatch of the mat- 
ter in hand will give energy and efficiency to the dis- 
cussion. 


A pleasant greeting, a 


If, on the other hand, the purchasing agent is too 
cordial, many salesmen regard it as an invitation to 
spend the morning or afternoon, with the result that 
it is a problem to get rid of him. The time of both 
individuals during business hours belongs to their re- 
spective firms. Any congenialty of interests can be 
indulged in over the luncheon table or after business 
hours. 

The self-importance of all too many purchasing agents 
seems to expend itself to a large extent in keeping sales- 
men waiting. Often it is not possible to see a salesman 
immediately without seriously disrupting one’s work. 
The best way to avoid this situation is to have certain 
days and certain hours set aside for interviews and never 
to break that rule. Once a salesman finds that an 
exception has been made, he will for ever after expect 
it to be made. Nothing else should be planned for the 
hours set aside for interviews. The salesman should be 
sent in as soon as possible upon his arrival and disposed 
of just as quickly. 

It is a real problem to deal with some salesmen who 
have no respect for others’ time or their own. Their 
casual manner and their proneness to discuss a multitude 
of irrelevant topics is enough to drive an efficient pur- 
chasing agent mad. There are some business executives 
who have learned how to deal effectively with this type 
of obnoxious salesman. They press a buzzer concealed 
from their visitor which is a signal to their secretary to 
appear and to announce that a conference has been called 
or that Mr. So-and-So is waiting and has only a few 
moments’ time. This should be a gentle hint to all ex- 
cept the most thick-headed salesman. If the buyer then 
rises, that is a further indication that the visit is ter- 
minated. If that fails, the only thing then left to do is 
to pick up the salesman bodily and to throw him out. 

How to avoid seeing every salesman who pleads for 
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an interview is another problem. The training of a 
receptionist is well worth the purchasing agent’s time. 
An intelligent receptionist is his most helpful ally. She 
can discriminate between those salesmen who have 
something of interest to present to the buyer and those 
who think they have. She can “wangle” enough in- 
formation from the most stubborn to determine the 
purpose of their call. 

Some salesmen apparently drop in because they haven’t 
any place else to go or because they were in the neighbor- 
hood or because they were tired in the midst of their 
rounds and decided to rest in the first available office. 
It is also amazing how many salesmen don’t know what 
they’re trying to sell, yet are able to gain the audience 
of the purchasing agent by the use of some trick phrases. 
They fumble, mutter generalities, waste time. Small 
wonder the purchasing agent develops temperament. But 
that is no reason for penalizing the alert, intelligent 
salesman who has a perfectly justified errand. 


The Value of Playing Fair 


Then there is the matter of fair play whether in buy- 
ing or selling. Why does a consistent non-cheater in 
other games consider it fair to cheat in business? The 
cut-throat buyer is not playing fair. And the unfor- 
tunate but inevitable result of his notorious bargaining 
is that the best possible price is not offered him in the 
first place but only a price which will permit of cutting 
under pressure and threats. Since all salesmen, aware 
of the buyer’s methods, submit a tentative price at the 
beginning of the negotiations, the purchasing agent is 
caused much trouble and annoyance in obtaining a fair 
price. 

“I can get it for less,” is an oft-repeated phrase of 
many buyers. Sometimes this is guess or bluff; occa- 
sionally, it is true. The buyer realizes that there is 
nothing like this remark to undermine a salesman and 
to make him squirm. And the buyer knows that he can 
usually count on the salesman to defend his chances of 
getting the order by offering a better price even though 
it may entail a sacrifice of his own commission. 

A salesman who constantly revises his price loses the 
respect of the buyer. Such a habit indicates to him 
that it is possible to win price concessions, and he 
wouldn’t be a good buyer if he didn’t make the most 
of it. A salesman who takes the loss of an order stand- 
ing up, rather than cutting his price to the point where 
profits are out of the question, is better off in the long 
run. But that does not mean that he should quote a 
price that is too high in the first place. The experi- 
enced buyer soon learns to cope with each type of 
salesman and his ethics just as the salesman learns to 
anticipate the buyer’s reactions and to govern himself 
accordingly. 

One complaint of salesmen is against the false en- 
couragement given them by the buyer who is too kind. 
He is led to believe by the buyer that the firm will 
very likely be interested in what he is offering, and, 
as a result, goes to considerable trouble, makes many 
calls, and gets the interest and cooperation of his own 
company only to find that the buyer was just treating 
him kindly instead of seriously. In addition to the 
time he has wasted, he is very likely called to account 
for losing a good prospect. This is not the malicious 
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type of unfair play, but, nevertheless, it is not strictly 
ethical. 

The salesman, and the firm he represents, by no means 
play fair all the time. Sometimes they submit a bid 
which is so incredibly low as to surprise and please the 
purchasing agent. It is, of course, the purchasing 
agent’s job to get the best possible article at the lowest 
possible price. But the lowest possible price should 
sometimes be viewed with suspicion. The manufac- 
turer who aims to get business at any price and at all 
costs is willing to take a loss on his first run because he 
intends to make it up on repeat runs. If the job in- 
volves the building of equipment, then he is pretty cer- 
tain to have the opportunity of catching up on his 
profits later. It is better to work only with reliable 
firms and salesmen who are square-shooters than to be 
taken in by this unethical practice. 

It takes at least two people to cooperate. The buyer 
is always asking for cooperation. But does he give it? 
Quite often, yes, but not often enough. For some rea- 
son, cosmetic manufacturers have a particularly un- 
savory reputation for lack of cooperation. They con- 
fer, consult, and debate endlessly over a proposed new 
item. Then, when a decision is reached and all parties 
satisfied, they expect miracles. However, it is perfectly 
true that, if constant pressure is not exerted, there would 
be very little action on the part of the producer to hurry 
things along. 

The salesman has no right to promise miracles which 
he is very doubtful can be performed just for the sake 
of an order. Here again, the salesman who says frankly 
that a certain delivery is impossible and loses the order 
as a result is a more admirable and courageous fellow 
than the one who takes the order with his fingers crossed. 
The seasoned purchasing agent should know fairly accu- 
rately how long it requires to produce a certain type 
of article under normal conditions. He need allow no 
longer than this time for delivery, but he should be 
fair in allowing enough time. Often he can benefit 
from the supplier who can give him quicker service 
by virtue of slow business in his plant at the time, more 
suitable and efficient equipment, etc. 

But once the order is placed, the purchasing agent 
should cooperate by making the fewest necessary changes 
after the work is under way, by allowing the supplier 
the time agreed upon for delivery, and by giving prompt 
approval of the first samples from the run. 


Appreciation Is Good Policy 


Did a purchasing agent ever think of expressing grati- 
tude for a job well done or promptly delivered? He 
may feel that he has received only what he had a right 
to expect and that it is only necessary to crab if things 
have gone wrong. But a complimentary remark when 
deserved is good business tactics. Instead of following 
a policy of saying nothing if all is well, a kindly pat 
on the back, figuratively speaking, makes the supplier 
realize that his efforts are appreciated. The next time 
he will try to exceed expectations. 

It is impossible to propose a code of ethics for buyers 
without, at least, implying a code for salesmen. But, 
inasmuch as the buyer has the leading role in this re- 
lationship, his conduct can largely determine that of 
the salesman. 
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Sun Tan Preparations 


Manufacture, Raw Materials and 
How to Evaluate Them 


by MAISON G. de NAVARRE 


INCE the evolution of associated with filtering ability is a more or less recent 

sun tan oils and creams deduction. 

there has been much mis- Fluorescence acts as either a filter or screen because 
understanding as to the meth- the phenomenon does not manifest itself unless the sub- 


od or basis upon which such _ stance or ingredient in question absorbs the ultraviolet 
products could be developed. rays, re-emiting them afterwards as a glow which lasts 
This bewilderment, for that as long as the ultraviolet rays are played on it. Evi- 


is, has been and is dently, and it is not too wild a hypothesis, this filtering 
among both large ability is proportional to the amount of fluorescence a 


and small manufacturers. All substance exhibits. Experiments seem to corroborate 
past formulas, and many pres- this theory, at least in part. 
were used because 


they were supposed to do the trick. Only in the last Experimental 

few years, with the development of ultra violet light The fore-arm of a subject was marked off with ad- 
therapy and chemical analysis, has there been any really _hesive tape, above which the ingredient in question was 
definite aid to the solution of the problem. rubbed in well. The side of the arm, not treated or 


This article is not intended for- 
ever to solve your suntan oil 
troubles. On the contrary, it will 
quite probably start them (or it 
should.) But it may give you some 
footing in your difficulty, and in 
this way help you to see your way 
clear to a better product. 

Certain authorities claim that 
ultra violet rays in the region 3000 
to 3100 A cause burning and blis- 
tering of the skin. Rays in the 
region 3100 to 3600 A cause a red- 
dening of the skin, but do not 
blister. Rays in the region 3100 
to 4500 A cause a tanning of the 
skin. 

Obviously, the most efficient 
preparation for tanning would be 
one that filters out all rays in the 
region 3000 to 3600 A. 

The only efficient method by 
which an oil can be tested for this 
filtering ability, would be by means 
of the spectroscope and special fil- 
ters. Because of the great expense 
involved, the method is impractical 
for the average laboratory. How- 
ever, once the study had been com- 
pleted, the matter of formulating 
such a product as a sun tan oil 
would be very simple. 

In line with this, is the recent 
observation that fluorescent sub- 
stances act as filters to the sun rays. 
This is not particularly new, for 
the fact that aesculin solutions 
fluoresce has been known for a long 
time. However, fluorescence as 
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marked off, served as a control. The subject was ex- 
posed to the ultra violet ray for a period sufficient to 
show a vivid erythema, equivalent to almost an hour 
exposure to a hot June sun. These results are tabu- 
lated in Table I. 

In fluorescent experiments use was made of a special 
ultra filter passing rays in the region 3000 to 4500 A, 
with a maximum at 3650 A, and another series of re- 
sults were obtained. These too are tabulated in Table I. 

Other drugs, not in the list (Table I), suitable for 
use in sun-tan preparations are in general the salicylates, 
benzoates, anthranilates, and cinnamates. Antiseptic 
compounds such as phenol, menthol or betanaphthol all 
fluoresce, and may be useful. A miscellaneous group 
comprised of nerolin, coumarin and novocaine are like- 
wise promising. Menthyl salicylate has a known ab- 
sorption band from 2900A to 3600A, filtering out all 
burning and blistering rays. It is an ideal ingredient. 


Formulation 


The first consideration in formulating a sun tan prod- 
uct is, shall it be a liquid or solid? 

The ingredients that suggest themselves for a solid 
preparation are coconut oil, lanolin, petrolatum, cocoa 
butter and mineral waxes. A balance must be kept be- 
tween those ingredients that allow a tan to form, and 
those that hold back almost all the rays. The prepara- 
tion should be solid to pasty in texture, and may be 
perfumed lightly with any aromatic ingredient that is 
not too strong a filter for the ultra violet rays. A half 
to three-fourths of one per cent methyl anthranilate or 
linalyl anthranilate will do. 

Liquid products offer more variety. Any of the 
liquid oils can be blended together, such as corn oil, 
olive oil, peanut oil, sweet almond oil, and others. The 
preparation must contain additional ingredients that 
filter sun rays, and these may be quinine oleate (25% 
quinine) up to 5%, up to and sometimes higher than 
5% salol, and mixtures of fluorescent aromatic ingredi- 
ents up to 1%. 

A new type of liquid product is becoming quite 
popular, because of its absolute freedom from greasi- 
ness, and that is the hydro-alcoholic lotion in which 
the active ingredient is dissolved in either the water or 
alcohol or both. Such a preparation can be made with 
2 to 5% of G salt, the technical name for which is 
beta naphthol-6, 8-disulfonic acid sodium salt; water 
soluble quinine salts such as the bisulfate can be used 
in like quantities. Other salts suitable are R salt, and 
the various salts of beta and alpha naphthol sulfonic 
acids. Menthyl salicylate 10% is also good. 

A third type of semisolid to pasty product is offered 
in the oxycholestrin base creams. These promote a rich 
tan, and can be perfumed slightly with fluorescent aro- 
matics, such as linalyl anthranilate, benzyl salicylate, 
benzyl anthranilate, methyl anthranilate, methyl cou- 
marin, benzyl cinnamate, or peru balsam oil synthetic. 
In this type, the fluorescent aromatic content should be 
low, never exceeding 2%. 

A popular type of preparation is the vanishing cream 
type. The usual vanishing cream base can be used to 
which a fluorescent substance is added. The fluorescent 
substance can be one of the alpha or beta naphthol sul- 
fonic acids or their salts. From 2 to 5% depending 
on the salt used, will be sufficient to protect the skin. 
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A more or less new substance, menthyl salicylate 
can be also added in place of any of the other 
fluorescent ingredients, in quantities up to 10%, and 
should be dissolved with the fats. 

In this writer’s mind, aesculin ought to be omitted 
from sun tan preparations, because on exposure to the 
sun the solutions lose their fluorescence quite quickly. 
Another drug that is not too popular is salol. Though 
credited with weakening the intensity of light to 1/100 
of its original intensity, when spread in a film over the 
skin, which contains 0.1 mg Salol per square centi- 
meter, it is often quite irritating to many skins. In 
this same class (as irritants) are the quinine salts, and 
particularly quinine bisulfate. 

Aesculin or the quinine salts must be dissolved in 
water and then admixed with the cream ingredients to 


be of any value. Salol and quinine alkaloid disolve in 
oils readily. 


Physiology 


There is now little doubt regarding the usefulness 
of ultra violet irradiation of the body. It is generally 
conceded that light upon the epidermis produces sub- 
stances which exercise an antirachitic influence on the 
body as a whole. This effect results from the activation 
of cholesterol normally found in the skin. 

It further appears that the application of oils to the 
body before exposure to sunlight or ultraviolet rays, 
further increases the effectiveness of the irradiation. 
Beckman (Lancet 24, 1344, 1933) adds the following 
observations to strengthen this view: a) ultraviolet 
irradiation increases the blood lipoids in 25% of the 
cases; b) inunction with non-irradiated wool fat pro- 
duces no change in blood lipoids; c) inunction with 
wool fat followed by ultra-violet irradiation cause a 
significant increase in blood lipoids in 89% of the cases. 

Numerous other quotations similar to this could be 
found in medical literature, but this serves the purpose. 

Oiling or otherwise applying fatty materials to the 
skin before irradiation, whether or not it be sun light 
or ultra-violet light, serves another purpose too. It pre- 
vents unnecessary damage to the subcutaneous tissue, 
which would be injured otherwise. That is why pig- 
mentation sets in the form of a tan. It (the tan) 
protects the lower layers of the skin from the damaging 
rays on subsequent exposures. Once the skin is tan, 
there is experienced little burning, or none at all. 


A Note of Caution 


Some writers have advised the use of oils such as 
bergamot, cinnamon, thuja and others. This writer be- 
lieves them to be irritants, and especially cinnamon oil. 
Zurhelle (Munch. Med. Wochenschr. 75,723, 1938) 
used some of these oils along with a long list of aro- 
matic ingredients, and though he could not produce a 
direct and permanent pigmentation of the skin by ex- 
posing the patient painted with products containing 
these oils, he did get in most cases a scurfy inflamma- 
tion, with pigmentation on subsequent exposure. Pig- 
mentation in all cases became greater and more perma- 
nent upon re-exposure to the same aromatics in the 
presence of ultra violet light. Terpentine and dipentene 
will go so far as to sometimes form blisters. According 
to Zurhelle, Cologne though sometimes considered the 

(Continued on page 232) 
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Effect of Light on Flavors 


Portion of Report of Research Committee of 


Flavoring Extract Association at 
Recent Annual Meeting 


AST summer a series of roof tests were conducted 

in order to determine the effect of protracted 

sunlight (and daylight in cloudy weather), in the 
presence of a small quantity of air, on the quality of 
flavoring extracts packed in both amber and flint glass 
bottles. The conditions of the tests were identical for 
both the flint and amber bottles. The bottles were of 
2 oz. capacity and were filled with extract, in accord- 
ance with good commercial practice, so that about 3cc 
of air were present. The bottles were well corked and, 
as an extra precaution, protected from the weather by 
gelcaps. The samples were left in a sheltered position 
on the roof, where they were exposed to direct sunlight 
for four or five hours on sunny days, and were exam- 
ined after one and two months of exposure, respectively. 

The extracts used varied considerably in alcoholic 
content, from fruit extracts, containing 18% absolute 
alcohol by volume, to rose extract, containing 94% 
absolute alcohol by volume. 

At the conclusion of the tests the quality of the 
extracts was appraised by organoleptic examination of 
the odor value and by changes in appearance, formation 
of sediment, etc. Loss of extract due to evaporation 
was negligible. The results of the tests, which were 
carried out on twenty-one extracts in all, is shown by 
the accompanying table. 

A study of the results of the tests leads one to ac- 
cept the following conclusions: 

1. After an exposure of one month in flint glass 
bottles, ten extracts out of twenty-one, or almost 50%, 
showed marked deterioration. 

2. Deterioration is most marked in the case of lemon, 
orange, almond, garlic, raspberry and vanilla, in the 
order named. 

3. An exposure of two months’ duration in flint 
bottles increases the deterioration of lemon, orange and 
almond extracts to a marked degree; has no further 
effect on vanilla, imitation pistachio, imitation maple, 
raspberry, lime and peppermint; causes off-odors to 
develop in such extracts as mint, rose, anise and pine- 
apple, and has no perceptible effect on cinnamon, straw- 
berry, cherry, wintergreen, clove, imitation banana and 
nutmeg. 

4. One month’s exposure in amber glass bottles is 
accompanied by no sign of decomposition. The odor 
value is unchanged. The sole exception is raspberry 
extract, which is somewhat weaker in odor value. 

5. An exposure of two months in amber glass bottles 
results in slight deterioration in the odor values of 
lemon, orange and raspberry extracts. 

6. The most marked changes in odor value are the 
following: 

(a) Lemon Extract. This extract is characterized 
by a marked deterioration in odor value after one 
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month’s exposure in flint bottles and a quite dis- 

agreeable odor after two months’ exposure. This 

odor, however, is not the terpeny type. 

(b) Orange Extract. Same as lemon extract but 
in a lesser degree. 

(c) Almond Extract. The odor depreciates con- 
siderably after one month’s exposure in flint bottles 
and disappears entirely after two months’ exposure. 

(d) Garlic Extract. A disagreeable off-odor de- 
velops after one month’s exposure in flint glass. 

7. In the instances given, where decomposition has 
taken place in a one month period it has been well 
under way by this time, and the two months’ result 
is merely a continuation of this decomposition. It is 
reasonable to suppose that decomposition actually com- 
mences in a shorter period than one month, possibly in 
two or three weeks’ time. 

To summarize, the conclusion must be drawn that 
protracted exposure to direct light rays in the presence 
of a small quantity of air has a detrimental effect on 
many flavoring extracts and also that this effect is more 
marked in flint bottles than in amber of the type em- 
ployed in the tests. 

Dr. H. V. Arny, in his article in The Glass Packer 
last year, discussing the action of light rays and air on 
light-sensitive chemicals and pharmaceuticals, came to 
the conclusion that these products keep from three to 
twelve times longer in diffused light (light in the aver- 
age store or pantry) than when exposed to direct day- 
light. The same probably holds good with the light 
sensitive flavoring extracts. 

It should be emphasized, however, that these roof 
tests are of an unusually severe character and need cause 
no undue alarm to the manufacturer of a properly pre- 
pared flavoring extract which, if packed in a carton 
and stored in a cool place, as recommended by our most 
progressive firms, will keep for a long time without 
appreciable deterioration. In those cases, however, where 
the bottle of extract is removed from the carton and 
left on a sunny pantry shelf for a protracted period 
before the contents have been used up, (in this connec- 
tion it should be borne in mind that a 2 oz. bottle of 
any extract, except vanilla, may very easily last the 
consumer six months or more) the advantage of the 
superior resistance of the amber bottle to light rays 
is evident. This advantage, needless to say, would be 
still more pronounced in those cases where the manu- 
facturer dispenses with the carton entirely. 

A comparative test of flint and amber bottles of the 
types used in the foregoing experiments in the recording 
spectro-photometer designed by Professor A. C. Hardy, 
of M. I. T., showed that the amber bottle allowed none 
of the blue rays of the spectrum to pass through and 
less than half of the red rays, while the flint bottle 
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allowed practically 80‘% of all the components of the 
spectrum from the blue to the red to pass. This is 
clearly shown by the chart. 

A further test, showing the ultra violet ray trans- 
mission by means of the spectrograph, was also under- 
taken by M. I. T. This showed that while the flint 
bottle allowed some of the ultra violet rays to pass 
through, the amber bottle permitted none to pass. 


While on the subject of light action on food products 
it may be of interest to mention acase recently brought 
to our attention where two jars, one flint and one amber, 
were half-filled with ground coffee and exposed to 
diffused light for some months. The difference in aroma 
at the end of that time was remarkable, the coffee in 
amber retaining its freshness to an extraordinary degree 
while the coffee in flint had deteriorated considerably, 


Action of Sunlight and Normal Summer Temperature 
Variations on Odor Values of Extracts in Flint and Amber Glass Bottles 


Flint Bottles 


1 month’s exposure 


2 months’ exposure 


Amber Bottles 


1 month’s 


2 months’ 


exposure exposure 
VANILLA Noticeable deterioration Noticeable deterioration O’K O’K 
in odor value in odor value 
ORANGE Noticeable deterioration Appreciable deteriora- O’K Slight deteriora- 
in odor value tion in odor value tion in odor value 
LEMON Marked deterioration in Quite disagreeable O’K No sediment Slight deteriora- 
odor, Brown sediment _ off-odor tion in odor value 
CINNAMON O’K O’K O’K O’K 
STRAWBERRY O’K O’K O’*K OK 
ANISE O’K Slight deterioration in O’K O’K 
odor value 
CHERRY O’K O’K o’kK OK 
IMITATION ONION  Disagreeable Off-odor. Disagreeable off-odor. O’K O’K 
Cloudy Cloudy 
WINTERGREEN OK OK OK O’K 
IMIT. PISTACHIO Off-odor Off-odor O’K O’K 
CLOVE —  —o O’K O’K O’K 
IMITATION BANANA O’K O’K O’K O’K 
IMITATION MAPLE Faint change in odor Faint change in odor O’K O’K 
value value 
LIME Slight off-odor Sught off-odor O’K O’K 
ROSE O’K Slight off-odor O’K O’K 
ALMOND Off-odor, cloudy and Disappearance of Al- O’K 
slight sediment mond odor. Sediment Clear. No sediment 
PINEAPPLE O’K Appreciable deteriora- O’K O’K 
tion of odor 
RASPBERRY Much weaker in odor Much weaker in odor Slightly weaker in Slightly weaker in 
value value odor value odor value 
NUTMEG O’K O’K O’K O’K 
PEPPERMINT Off-odor Off-odor O’K O’K 
MINT O’K Slight deposit O’K O’K 


Sun Tan Preparations 


Distinct camphoraceous 
odor 


be tinted with tartrazene or caramel. 


Oily products 





(Continued from page 230) 


most harmful of all perfumes or floral waters, could not 
be proven to be the cause of pigmentation when patient 
was exposed to sunlight or ultra-violet light. However, 
a slight inflammation did manifest itself on some occa- 
sions, possibly due to citrus oil content. 


Preservatives and Colors 


Oils such as the vegetable oils must be preserved or 
they will turn rancid. This should be apparent without 
mentioning it. Oil soluble esters of para-oxy-benzoic 
acid are useful. As for colors, aqueous preparations can 
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can be tinted with oil soluble dyes, such as chlorophy], 
oil browns and yellow curcunia, annatto, yellow AB 
(both certified food colors). Yellow petrolatum is often 
used to color these preparations, but it must be used 
carefully since its filtering action on light may be un- 


desirable. 
General 


Formulas have been omitted because the literature is 
fairly bulging with them. Almost any of them will 
do, if they are dusted off a bit, and the correct ultra 
violet ray filter is added. These are listed in Table I. 

Tannic acid has not been mentioned because of its 
general reactivity and instability to light. It can be 


The American Perfumer 


rc re 


ee a A 


~— 


rr ae 


~o 


used for this purpose, and more so is tormentilla ex- 
tract used, especially on the continent. Tormentilla 
contains large quantities of tannins. Other tannin bear- 
ing substances which might be tried are: cutch, divi 
divi, valonia and others. 

Several products on the market were tested and found 
to conform to statements on the labels. One in par- 
ticular did produce a tan, and when used in larger quan- 


Table I 
Filtering effect 


Fluorescence 


Ingredient on skin 
White petrolatum ....... eee bluish-white 
Yellow petrolatum excellent ...... ~ a 
NGAGE GRE vce k oe ccinides MD sk eosaause dark blue 
POUR MD. ve escevsccens Oe acowiardes aia 
Coconut Gl... esses fair to good........ aie 
Calamine ointment N.F. excellent ....... brick red 
Calamine lotion ....... excellent ...... “ " 
Benzyl salicylate ...... excellent ....... deep blue 
Phenyl salicylate ...... excellent ...... 7 " 


Methyl anthranilate .... 


excellent bright bluish-white 
Phenyl-ethyl anthranilate excellent ; 


ee e ee 


Linalyl anthranilate .... excellent “ > is 
Iso-butyl anthranilate... .. rere bright blue 
Linalyl methyl anthrani- 

Mave cine ene 58s WOME es ealcicds si if 
Terpenyl anthranilate... .. De stesen aiken deep blue 
Methyl methyl! anthrani- 

rer rere eee al Oe Raw os 
Balsam Peru oil, syn.... excellent ........ ies 
Sulfonated olive oil....... Q00d ..... yellowish-green 
Oxyquinoline sulfate 

SNE <a tsiw keene vecns OE 650Gb anes deep red 
2-naphthol-3, 6, disul- 

FONG AEIG 6.506055 good _ bright bluish-white 
Sodium-2-naphthol-6- 

8-disulfonic acid..... | re bluish white 
Quinine bisulfate ....... SD ksseuans bright blue 

oleate (25% 

MIE cence anoles good . yellowish-brown 
EE vik eerewnna es good .. bright bluish-white 
re fair to good...... bluish green 
NN Ge he8G,tacees excellent ....... yellowish 
rrr es kes yellowish-green 
NR 5 ai bine hin abe fair .. bluish-green 
i fair .....yellowish-green 
Passion fruit oil......... Be so wacwa greenish-blue 
Methyl coumarin ...... good bluish white 


*Picric acid 4% blood-red 
“Esters p-oxy-benzoic 

acid ; blue 
Menthyl salicylate excellent bluish-white 
Amyl salicylate good bluish-white 





* Not tested on the skin. 


tities almost completely filtered out the tanning rays. 
This note should be kept in mind when giving direc- 
tions for the application of such oils or creams, or they 
will leave the user devoid of any tan when used too 
generously. 

Before you place a product on the market, be sure 
that when tested on all three—blonds, brunettes and 
“red heads’, it does as you claim it will. 
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COSMETIC FOLLIES 
Discovered at 
The Toilet Goods Counter 





J UST what does the public think of your merchandise? 
What does she tell the salesgirl about it? What 
does the salesgirl herself think? 

In an effort to find the answers to these questions, we 
have arranged with a real live sales person to tell her 
experinces and observations. Necessarily, she must be 
anonymous. These are her comments: 


Complaints on Deodorants 


The deodorant is a daily complaint, especially at this 
time of the year. The new customer who has never 
used a deodorant is baffled by its application and the 
directions. It seems that I must explain step by step 
each application in order to prevent any annoying com- 
plaints whatsoever. Each direction should be explained 
in detail—just what a deodorant accomplishes, and how 
to use it in the correct manner. I try to sell everyone 
of my customers on the benefits of a deodorant, but I 
find that they need to be informed with plenty of edu- 
cational material. However, once a customer is sold 
on a particular brand, there are no complaints to speak 
of and they repeat on their favorite brand about three 
or four times during the year. 


Labels on Astringent Lotions 


There seems to be a general feeling among most 
women that they need something to close the pores, 
something to prevent enlarged pores. What it is and 
how to use it is still an important subject. The names 
on the toilet goods shelves and counters are familiarly 
known as astringents, skin lotions, extracts, and pore 
cleansers. If the skin is inclined to dryness, then the 
customer must use a special lotion to combat the pore 
condition. But she is not familiar with the contents 
of these lovely green, yellow and rose-colored lotions 
that tempt her to use. So she chooses the lotion that 
has the loveliest color and odor, and a few days later 
complains that the lotion is drying her skin and shows 
me the rough dry patches that are annoying her. To 
prevent the customer from getting the incorrect lotion, 
it is a good idea always to label the bottle with “special 
for oily skin” or “special for dry skin” information and 
the complaints will be fewer. I, myself, used a lotion 
which was so strong that it actually burned my skin, 
because it was very drying on a sensitive skin. Yet, I 
did not know the lotion could not be used effectively 
on a dry, sensitive skin because the label and directions 
did not enlighten me. 


Watch the Jar Fill 


No woman wants to purchase a jar of cream which 
is partly filled or carelessly filled. If the cream is not 
filled to the top of the jar, it does not sell, principally 
because she wants her money’s worth. The same care- 
lessness is found in jars of cream rouge. 
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Why the Tears? 


INCE the code has been drafted and the Code 

Authority for the cosmetic industry has been 
organized, there have been numerous complaints about 
both. Most frequent is the statement that “the code 
was drafted by and for the big fellow and the Code 
Authority is dominated by the big fellow.” Both of 
these statements are in some measure true although 
those who have been in close touch with the drafting 
of the code and the activities of the Authority thus far 
know that there has been no effort to seek trade ad- 
vantage from it in any quarter and that the matter 
of size had nothing to do with the fair trade practice 
provisions or in their administration. 

It might have been a good thing if the Darrow board 
had included this industry in one of its voluminous and 
The fact that it did not seems to 
indicate that the wails from the industry were neither 


caustic reports. 


loud enough nor long enough to attract the attention 
of that much publicized body. 

To those who rush to criticize, it might be well to 
point out that NOTHING IN THE CODE HURTS THE 
LITTLE FELLOW. Demonstrators and PM’s seem to be 
the principal disputed points. The hidden demon- 
strator has been banned by the code and it is hoped 
that the open price provisions will make it unnecessary 
to put a provision banning PM’s into effect. The 
little fellow, as we see it, ought to gain something here. 
He cannot afford to demonstrate and frequently 
PM’s are an almost intolerable burden. 

NotHinc that has happened thus far INDICATES 
THAT THE CODE WILL BE USED TO INJURE ANYONE 
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who is conducting a fair and legitimate business, no 
matter how large or how small he may be. If there 
is any advantage thus far, it would seem to be with the 
small manufacturer. 

Every agency of publicity in the field is going to 
watch the Code Authority and its work, not with the 
idea of playing Sherlock Holmes or detecting anything 
wrong but in the belief that the Authority will devel- 
op much of benefit to the entire industry. It is certain 
that the full publicity which will follow every im- 
portant move by the Authority will insure fairness 
even if the splendid reputation for integrity and for- 
ward thinking borne by each member of that body 
were not an ABSOLUTE GUARANTEE OF FAIR DEALING. 

To those who are so prone to criticize before the 
work is fairly started, we would say “Hold back those 
tears until it is time to shed them. Instead of com- 
plaining, you ought to be celebrating.” 


Originals or Copies 


[F we are to have a perfume industry in America or 

or if our perfume business is to continue along 
profitable lines, certain things will have to be done. 
Probably the first of these must be the curbing of 
“racketeers” who counterfeit merchandise or sell spuri- 
ous imitations for genuine odors of well-known make. 

Nothing need be said of the out and out counter- 
feitor or the peddler of perfume bottles to be “re- 
filled.” He undoubtedly is a criminal under the laws 
of most of the states and the courts can be trusted 
to deal with him any time he is apprehended. Almost 
equally vicious, however, is the imitator or copyist, 
whose activities can be enjoined but who can rarely 
be prosecuted under the criminal statutes. Frequently, 
indeed, he can continue almost indefinitely in his course 
of undermining public confidence in the perfume in- 
dustry. 

There is no question that there is a demand of a 
sort for imitations and copies of well-known perfume 
brands. Also, there is probably money to be made 
in catering to this demand. But those who fill these 
frequent inquiries trespass seriously upon the rights 
of trade mark owners. The courts have held this to 
be the case time and time again. 
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OUR ADVERTISERS 


New ENGLAND COLLAPSIBLE TUBE Co. 


New York, N. Y. 


AMERICAN PERFUMER AND ESSENTIAL 
Om REVIEW 
432 Fourth Ave., New York City. 


GENTLEMEN: While we do not as a rule write 
testimonial letters, we cannot let this opportunity 
pass, without telling you that the co-operation 
that you have given to us, both in service as an 
advertiser, and also in giving us valuable informa- 
tion from time to time, has been very much 
appreciated. 

We are well satisfied that our advertising has 
been a splendid asset, during all the years that it 
has appeared in your publication. 

With best wishes for your continued success, we 
are 


Very truly yours, 
New ENGLAND COLLAPSIBLE TUBE Co., 
W. K. SHEFFIELD, Vice-President. 


More serious than this invasion of the rights of 
others is the effect of this practice upon the trade in 
perfumes and upon the possibility of building up an 
American perfume brand. Ingenious as some of these 
“copies” are, we have yet to find one which closely 
approached the original in quality. Their sale under 
names the same as, or similar to, well-known regis- 
tered marks cannot help but have its effect upon the 
confidence of women in the perfumes which they buy. 
Further, the insistence of many perfumers in Amer- 
ica upon copying or imitating well known foreign odors 
places the American industry in a position which pre- 
vents sound growth and expansion. Thus the possi- 
bility of developing a strong perfume industry here 
grows more and more remote as Americans gain in repu- 
tation as imitators. 

If the time and energy now devoted to imitation 
were to be devoted to origination of fine odors, who can 
say what might be developed? Certainly we shall have 
no American perfume success unless we cease to use 
our resources along lines so closely approaching those 


of the “gyp” and “racketeer.” 





Development Has Not Ceased 


ANY explanations have been advanced to account 
for the continued excellent showing of the toilet 
preparations business as a whole throughout the de- 
pression. Consistently, sales reports from all the usual 
reporting agencies have shown only a slight decline in 


toilet preparations as compared with other lines and 
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the recovery in cosmetics has been fully as prompt and 
Even foodstuffs suffered 


more during the depression than did toilet goods. 


rapid as in any other line. 


While it is doubtless true that feminine psychology 
coupled with the necessity for good looks, especially in 
bad times, was the principal reason for this remarkable 
showing, there seems to be little doubt that the adapt- 
ability of the industry to rapidly changing conditions 
also played an important role. Not only were prepara- 
tions adapted to the times with respect to price, size of 
container and other points; but, despite poor business, 
there has been a steady advance in the scientific back- 
ground of the industry, to which, perhaps, too little 
credit has been given. 

The continuation of research work and the devel- 
opment of new products suited to the condition of busi- 
ness has not been limited to finished toilet preparations 
alone. It has been even more prominent, perhaps, in 
the field of raw materials. New products for use in 
creams, lotions and powders as well as a host of new 
Not all of them 


have been important but practically every one has 


aromatic materials have appeared. 


found some use in the industry during a period when 
innovation in other industries has been almost at a 
standstill. 

The credit for this showing must go in some meas- 
ure to the creators of toilet preparations for they have 
demanded new products to fill long felt wants and 
additional products to reduce the costs of familiar prod- 
ucts. At the same time, sellers of raw materials, the 
essential and fixed oils industries, the sellers of chemical 
and mineral products, all must share in the gratitude 
of the trade for these new materials. Their aid has not 
always been appreciated as much as it might have 
been but their researches have secured recognition in 
quarters where a more than superficial view has been 
taken of the industry and its problems. 

Other industries have been too prone to curtail or 
abandon research work at the time when it was most 
needed. Aside from purely psychological reasons, the 
work of the toilet preparations and allied industries 
along these lines has stood out during the depression. 
It should be continued with even more vigor now that 
business has improved and the financial strain is not 
likely to be quite so great. 





About Vacations 


Y this time many have been away from the cares 
of business for a brief interval in the open and we 
have begun to hear marvelous fish stories, tales of 
miraculous golf shots, and even one or two about the 
four aces or the thirteen spades. We like these stories 


and can usually dig into memory or imagination for 
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one or two that are just as good to bring out in response. 
Those who have not been away are polishing up the 
old tackle or golf clubs and dreaming perhaps of the 
old swimin’ hole, although, somehow, it never looks 
quite the same when we get there. 
There may be a few misguided souls who haven’t 
We'd like to 


be able to argue them into it, but visions of our own 


yet been away and don’t intend to go. 


The Function of Sales Promotion 


(Continued from page 223) 


the power of the imaginative mind to picture and desire. 

No wonder imagination sets the pace in business! 
Call this a mechanical, materialistic age if you like, the 
fact remains that mind is more completely in control 
than ever before in the history of the world. The men- 
talities behind our machines and methods are none the 
less real because they are practical. Like the thought 
beneath the ink and paper of a book—invisible, but the 
whole show, just the same. 

It all gets down to the ability of genuine leaders to 
see things which don’t—as yet—exist. It is a special 
sense, perhaps, anyhow it works—this vision. It is 
always turning up new products, new uses, larger, 
richer and more active markets. 

The outcome of ‘imagination may be a highly tech- 
nical, complex invention, but generally it is such a 
very simple thing that everybody says, “I should have 
thought of that myself.” It’s like a great book which 
we read and put aside with the unspoken thought, 
“Why, this is nothing but common sense! Simplicity 
itself! I could have written that myself!” Yes, but— 
why didn’t we? 

We know there are a great many more good ideas 
than there are successful businesses. We look for the 
deficiency and find it in the executive branch of the 
imaginative faculty. The idea is there, the dream, 
but the imagination falls short of devising means to 
transmute practicability into practice, salability into 
sales. 


Right Ideas Demand Right Application 


Competent sales promotion can often hunt down and 
eradicate the obstacle. It may find the fault in fun- 
damental policy, or the policy may be sound while the 
method of enforcing it is impractical. Business must 
move fast in this day and age and has no time for 
turning back to repair past blunders. Swiftness and 
sureness rule because time is valuable. Today’s chances 
are rich with opportunity for those who know how to 
utilize it. Sales promotion sells time in the sense of 
selling a means of doing quickly what would other- 
wise consume a longer amount of time. It produces 
larger dividends of sales on a smaller capital investment 
of time. 

What is a right idea? Applied to business, a right 
idea is any product of mental activity which, when 
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coming vacation put us out of the arguing mood en- 
tirely. 

Every year vacationers are given thousands of words 
of good advice on how to drive their cars, how to avoid 
sunstroke, how to rescue a drowning comrade, where 
to go, what to eat and so on without end. We have 


only one thing to add to all this. Take along your 


gun and shoot the first guy that mentions business. 


put into action, brings prestige and profit of one kind 
or another, to those who use it. 

The possibilities of a right idea are often far from 
realized owing to lack of development and correct 
application. Many manufacturers profit less than they 
deserve from their splendid sales-building ideas. Why? 
Because the originator of the idea lacks time and the 
special knowledge and inclination to organize and 
push a suitable sales promotion plan. The develop- 
ment of right ideas into profitable sales-programs is 
the very special province of sales promotion experts. 
Production, sales and advertising management may con- 
tribute to successful sales promotion, but the actual 
creative and technical operation is a difficult and dis- 
tinctive specialty. 

To be effective, sales promotion must function every- 
where. It must control distribution and provide a 
steady flow of merchandise to the outlets stimulated 
by advertising. It should be made the unifying force 
in a business. Above all it transforms a static idea 
into a dynamic business force. It works from mind 
to mind, laying mental tracks to carry the physical 
product in which the idea is embodied, from laboratory 
and factory to innumerable points of sale. 


Sales Promotion Uses 


Standing out among others are two significant uses 
of sales promotion. One is to coordinate with pro- 
duction, sales and management to maintain uniformly 
satisfactory distribution from January first to the last 
day of December. To keep the traffic always mov- 
ing from headquarters to outlets. 

A second use is to devise and put across, wherever 
possible, special propositions designed to enlarge or ac- 
celerate demand or acceptance in the field. This is 
merchandising at its crest of efficiency and this is where 
sales promotion is indispensable. 

In its general function of maintaining uniform dis- 
tribution it qualifies as a bread-and-butter necessity 
of any well directed business enterprise. It also raises 
direct mail advertising from a position of casual extra- 
advertising, to the dignity of a constructive, self-sup- 
porting unit of organizational progressiveness. Sales 
promotion is always practical, standing on its record, 
measured by its results in sales. 

To introduce a new line, to effect a timely balance 
between production and sales, and for other special 
purpose uses, proper sales promotion is unique. There 
is no other practical way of getting these jobs done 
at all, let alone getting them done well, except through 
RIGHT sales promotion methods. 
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| . 
. A Further Classification of Materials and 
Caution as to Their Use 
by DR. F. DAVIDSOHN and ENG. E. I. BETTER 
HE disappointments, which the soap manufacturer adsorption forces. The tendency of the perfume to 
experiences in the manufacture of perfumed toilet volatilize depends on the relative action and counter- 
soaps, are explained by him in many instances in action of these physical phenomena. The nature and 
such a manner that the blame is the permanency of the com- 
put upon the perfume that has bination between the two com- 
; been used in making the soap. ponents (soap and perfume) de- 
: It is well known that many per- pend, furthermore, on_ their 
; fumes are unsuitable for the chemical character. 
: manufacture of perfumed soaps, The fact that perfumes, 
either because of their inherent which are insoluble in water, 
7 color or because they discolor become soluble in water when 
; the soap, due to changes which they are incorporated with soaps 
they undergo in the soap itself. and that the lathering quality of 
. Inasmuch as the chemical and the soaps is impaired by the per- 
| physical influences, which are fume proves that there is a defi- 
: able to produce changes in toilet Dr. F. DavipsoHN Ene. E. I. BETTER nite relation existing between 
soaps, are very numerous, and the two classes of substances. 
; inasmuch as these phenomena are also falsely judged as Emulsification of the perfume becomes possible, only 
‘ far as their importance is concerned and also since they when the difference in the surface tension between the 
{ can be confounded with one another, it is of consider- perfume and the water is reduced by the soap. Under 
. able interest to discuss them individually. The purpose such conditions the soap forms a bridge, since its polar- 
: of the present discussion is, therefore, to describe in de- active (Langmuir-Harkins) COOR groups are fixed 
i tail the action of perfumes in toilet soaps. with respect to water, its long methyl chain, however, 
| The difficulties, which occur during the perfuming with respect to the fatty perfumes. 
, of soaps, may be classified in the following manner However, inasmuch as most perfumes seldom contain 
7 according to the nature of the phenomenon. such polar-active groups themselves (carboxyl, hydro- 
1. The perfume volatilizes and escapes from the soap. xyl, —CH,:CH,,), it is accordingly clear, that in the 
2. The perfumes do not possess a permanent per- system wherein soap and perfume are in contact with 
fuming action as regards the articles that are treated each other the nature and the stability of the combina- 
with the soap, that is washed with the soap. tion will be largely dependant on the chemical character 
F 3. The soap becomes rancid. of the two components, the perfume and the soap. 
: 4. The soap becomes discolored and spotty or dis- As far as this matter is concerned, we must place 
: colors over its entire surface. our trust in the experience of the soap technologist, since 
5. The odor of the soap does not correspond to the there are no other methods in existence to-day, which 
” requirements, since the composition of the perfumes has are practical and which are accurate for the determina- 
. not been prepared correctly and skillfully in accordance tion of the stability of a perfume or of a composition 
with the perfumer’s art. of perfumes in soaps. 
. We will first consider the first point. It is possible When this problem is considered from another stand- 
; to detect slight differences in the behavior of the same point, we may say that the perfume does not remain 
; perfume in various types of soaps. Many soaps lose stable in the soap when it is not chemically resistant 
their odor shortly after milling. The loss of odor nat- to soap or other components of soap and when it is not 
" | urally takes place more rapidly on the surface of the properly fixed. 
: soap cakes than in the interior of the cakes. In the case The first possibility introduces a double danger for 
| of well-perfumed and wrapped soaps, this process is the soap, since the chemical changes, in which the per- 
: barely perceptible, since the nature of the odor of such fumes take part for the most part, are saponification 
‘ soaps becomes marked only after they have been stored reactions, in any case processes, wherein the free alkali 
for some time. However, it is true that diminution of | of the soap can be easily consumed. There are also other 
: | the intensity of the odor of the soap can be observed reactions, in which the perfumes can take part, for 
7 { in the course of time in the case of most of the toilet example the oxidation of perfumes of aldehyde nature to 
J soaps which are found on the market today. acids, wherein alkali is likewise chemically combined 
. The perfumes are present in the soap base in the in a secondary reaction. When the free alkali of the 
i colloidally dispersed condition. The retention of the soap is consumed in this manner, there is then no longer 
h perfume by the soap is controlled by adsorption forces, any protection in the soap against its decomposition into 
which are manifested in this state of matter. The alkali and free fatty acids and hence against its becom- 
| natural vapor tension of the perfumes acts against these ing rancid. The odor of the products, which are formed 
r 
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during the process wherein the fats become rancid, over- 
comes the odor of the perfumes themselves, if the per- 
fumes are not themselves previously destroyed. 

Hence, we must be very particular in getting straight 
in our minds which perfumes tend from their chemical 
nature to react with free alkali and which therefore 
undergo a change in odor that is directly traceable to 
this reaction. Such perfumes are generally those which 
belong to the acid groups, and also certain easily saponi- 
fiable esters. 


Reaction of Various Perfumes 


Benzoic acid and cinnamic acid are notorious for 
their behavior in this respect and one author (see Palify, 
Veggi. Ipar. Der Parfuemeur, 1929, 116) states, that 
care must be taken particularly in using balsams for 
perfuming soaps or for fixing perfumes, which balsams 
contain large quantities of these acids. The above-cited 
author also says, that soaps, in which he had incor- 
porated Siam benzoin, had discolored within a short 
time and also became rancid. This balsam contains 
approximately thirty-eight per cent of aromatic acids. 

Phenylacetic acid likewise contains a free carboxylic 
acid group, which can be neutralized by soap, when it 
is itself is also neutralized. This perfume must also bez 
used with great care. 

Perfumes, which have an aldehydic character, are also 
at times not quite stable to soaps. They undergo changes 
easily, since they exist in a state of very fine distribu- 
tion over the surface of the soap and are easily oxidized 
to the corresponding ,acids, which are odorless or which 
have a different odor from the original perfumes. In 
this process the acids, that are formed in this manner, 
are neutralized by the alkali. Many aldehydes also pos- 
sess the property of polymerizing, which means, when 
the aldehyde in question is a perfume, that the odor 
of the perfume is changed. The following synthetic 
aromatic chemicals belong to the aldehyde group:— 
anisicaldehyde or aubepine, benzaldehyde, citral, hydro- 
xycitronellal, lauric aldehyde, octyl aldehyde, nonyl alde- 
hyde, phenylacetaldehyde, cinnamic aldehyde and 
others. 

Cerbelaud (see Parfumerie de France, \ncompatibili- 
tees Chimiques, 1928, page 299) came to the conclu- 
sion in connection with the question of chemical change 
of synthetic aromatic chemicals in soap, that the phenols 
are also able to combine with alkali due to their chemical 
properties, and to cause inconveniences by so doing. He 
mentioned as an example eugenol, isoeugenol and oil of 
cloves, which contains both of these aromatic chemicals. 
Eugenol is an esterified phenol which contains free 
phenolic, that is hydroxyl, groups. It also has an un- 
saturated chain. Cerbelaud also warns against the use 
of the following perfumes in perfuming soaps, for the 
reason that they easily discolor the soap and cause the 
consumption of the free alkali. Vanillin (with free 
aldehyde-hydroxyl groups), piperonal, heliotropine 
(aldehyde groups) and the artificial types of opoponax, 
which are likewise rich in vanillin, are included in the 
list of perfumes to be avoided. 

Coumarin and methyl coumarin, which are anhydrides 
in internal structure, are converted into salts of 
coumaric acid by alkalies. Linalyl acetate and phenyl- 
acetic acid, are likewise not resistant to the action 
of alkalies. In this connection Cerbelaud men- 
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tions indol, its derivative scatol and civet and also 
complex substances, which contain the former perfumes, 
as for example many flower oils such as elder, orchid, 
cataleya, origanum, jasmin and oak leaves. The chemical 
explanation of this phenomenon is accurately given by 
the oxidation of indol to oxy- or dioxyl-indol. 

The perfumes, which have been mentioned up to this 
point, represent a selection from a class of substances, 
which, because of their chemical constitution and ac- 
cording to the experience of soap perfumers, have been 
judged as possessing a tendency to undergo changes 
when mixed with the soap, with the result that not 
only is the character of the odor of the perfume affected, 
but the free alkali in the soap is made to combine with 
the aromatic chemical. Inasmuch as it has been found 
by investigations which were carried out during the 
past few years that the presence of a small excess of 
alkali in the soap was absolutely necessary, it follows 
that great care must be taken in using the aforemen- 
tioned type of synthetic aromatic chemicals, as _per- 
fumes, in perfuming soaps. 


“Fixing” the Perfume in the Soap 


The problem of fixing the perfume in the soap is 


also of great importance, since all perfumes have a tend-. 


ency of volatilizing and leaving the soap in the course 
of time. The freshly-manufactured, perfumed toilet 
soap contains a comparatively larger proportion of mois- 
ture than the soap which has become dried out while 
in storage. The drying out of the soap concentrates 
the perfume in the soap in a certain sense. Under such 
conditions the perfume in the soap tends more to sepa- 
rate or to volatilize. The degree to which this action 
takes place under the aforementioned conditions always 
depends naturally on the character of the combination 
that is formed between the perfume and the soap and 
consequently on the chemical nature of the perfume as 
well. The fact that the changes in the concentration 
of the perfume can effect the retention of the perfume 
in the soap is proven easily by the observation, that 
soaps, which contain glycerin, fix the perfume more 
effectively than other types of soap. The reason for 
this is that these soaps do not possess such a strong 
tendency to dry out as others. 

In using the term, “fixing”, it is essential that the 
exact meaning of the same be properly understood. In 
this connection a distinction must be made between 
two different processes in perfuming soap. First, there 
is the process of rendering the perfume composition 
stable in the mass of soap itself, and second, though 
not of lesser importance, is the process of treating the 
toilet soap so that the retention of the perfume by the 
treated articles, for example the hands, is made pos- 
sible. If the perfumes are incorporated in the soaps 
by means of a medium which aids in fixing the per- 
fume, such a medium being very difficultly volatile oils, 
possessing a high solvent action on the perfumes and 
being also as insoluble as possible in water, then fixation 
of the perfume in the soap is attained in the afore- 
described meaning of the word. The fixative must 
dissolve the perfume in such manner, that the vapor 
tension of the perfume, that is of the dissolved sub- 
stances, is simultaneously reduced; otherwise the difficult 
solubility of the fixative in water and its power of dis- 

(Continued on page 240) 
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Perfume Materials Sales Increase 


Production of Synthetic Resins and Organic Chemicals 
Showed Substantial Gains During 1933— 


Sales of Flavors Lower in Volume 


MPORTANT gains in many fields were shown in a 
I report on the production and sales of coal tar chemi- 

cals, including dyes, and other synthetic organic 
chemicals for 1933, just issued by the Tariff Commis- 
sion. These data were collected and compiled as a part 
of the Commission’s regular work and are made available 
to the public at this time because of the general interest 
in these commodities. 

The very general increases shown for 1933 as com- 
pared with the average for 1925-1930 are an indication 
of the constantly wider application of chemicals in 
industry and in household and other direct consumption. 
The increase in 1933 over 1932 is partly due to the 
same causes and partly to more specific causes, such as 
the marked increase in output of textile products and 
of beverages, certain of the synthetic resins being used 
in making bottle caps, etc. The principal groups of 
products are discussed below. 

Remarkable increases are noted for synthetic resins 
derived from phenol and cresol. Sales quantity in- 
creased 61 per cent over 1930 and 86 per cent over 
1932, while unit values declined from $0.38 per pound 


in 1930 to $0.23 in 1933. Separate data for resins de- 
rived from phthalic anhydride are published for the first 
time. 

Sales of synthetic resins not of coal-tar origin in- 
creased 82 per cent in quantity and 119 per cent in 
value over the preceding year. Separate data for urea 
and thiourea resins are also shown in this tabulation 
for the first time. 

At least part of the increased activity in synthetic 
resins was due to demand for closures for beverage 
bottles, and for containers of cosmetics, toilet prepara- 
tions, and food. 

Activities in synthetic organic chemicals not of coal- 
tar origin reached an all-time peak in 1933 with a 
production of 767,574,117 pounds and sales totaling 
538,990,467 pounds valued at $52,401,327. Produc- 
tion increased 26 per cent, and sales volume 23 per cent 
over 1930, while sales value decreased 20 per cent. Out- 
standing in this field are the synthetic alcohols (ethyl, 
butyl, and methyl) used as solvents and as anti-freeze 
in automobile radiators, formaldehyde used principally 
in synthetic resins, carbon tetrachloride increasingly used 


Statistics of Production and Sales for 1933 


Name of product 


Total Sales 
production Quantity Value Unit-value 
Pounds Pounds 


Coal Tar Perfume Materials 
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Coal Tar Flavors 
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Food Coloring Matters 
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3,738 $3,717 $0.994 
32,159 30,370 62,985 2.07 
6,374 4,288 6,729 Boe 
1,420,501 1,225,929 687,141 561 
140,512 124,054 $300,819 $2.42 
401 320 290 906 
1,115,154 1,146,064 354,191 -309 
195,811 191,039 775,239 4.06 
1,738,815 1,739,509 1,796,663 1.03 
26,081 25,818 112,526 4.36 
83,348 84,325 148,812 1.76 
39,818 43,251 93,694 207 
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709 8,553 12.06 
§12 7,803 15.24 
4,713 4,533 66,904 14.76 
7,474 15,020 2.01 
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by volume over 1930, while the unit value of sales de- 
clined from $3.27 per pound in 1930 to $2.42 in 1933, 
Sales of perfume materials, by volume, increased 20 
per cent over 1930, and the unit value of sales de- 
clined from $0.73 per pound to $0.56 per pound. 


in dry cleaning, acetic anhydride a raw material for 
rayon, acetone, and others. 

Sales of flavors declined 14 per cent in volume as 
compared with 1930 and 6 per cent as compared with 
1932. Sales of coumarin, however, increased 19 per cent 


Statistics of Production and Sales During 1933 for 
Certain Synthetic Chemicals of Noncoal-tar Origin 


































Total Sales 
Name of product production Quantity Value _ Unit-value 
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Comparison of Production and Sales of Synthetic Organic Chemicals, 
1925-30, 1932 and 1933 
Increase 
1933 
° 1925-30 over 
average 1932 1933 1932 
Per cent 
Flavors and perfume materials— 
Production—Thousands of pounds .............. 3,966 2,307 3,159 36.9 
Sales ————————— Do. ———- .......... . . ss 3,919 2,250 2,965 31.8 
Sales value—Thousands of dollars ............. 2,901 2,622 2,484 we 
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solving in the lipoid-like substances of the true skin 
causes the perfume to adhere durably to the skin. 

In order not to be led astray by the falsely-used 
designation “fixative” in many cases, it should also be 
mentioned, that perfumes, which have an inherent power 
of being well retained in the soap, cannot be used as 
fixatives in the true sense of the word. After soaps, 
which have been perfumed with perfume compositions, 
which contain such constituents, have been allowed to 
remain in storage for a short time, it is found that 
the other constituents of the perfume bouquet volatilize 
and then the false fixative remains alone in the soap and 
produces an undesirable effect along with the residues 
of the other constituents of the perfume composition 
which may also remain behind in the soap. 

The scope of this article does not permit the de- 
scription and discussion of the very numerous fixatives 
which are now found on the market, and hence only a 
general enumeration of various types of substances, 
which can be used as true fixatives, will be made. 

According to Gerhardt, the fixatives may be divided 
into three classes. 
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First there are the complete extracts and products, 
which are manufactured by refined extraction methods 
from drugs, resins and balsams, whose existence has been 
a matter of common knowledge for a long time. They 
accordingly possess increased odoriferous and fixative 
properties. 

Secondly, there are the resinoids, which are substances, 
which are recovered from drugs (balsams, resins, etc.) 
in such a manner, that they also contain a part of the 
drug, which would be left behind in the residue in the 
process of steam distillation. They are the complements 
of the recovered essential oils and contain the same sub- 
stances, which the drugs possess naturally as fixatives. 

According to encyclopedias on pharmacy (see Seifen- 
sieder Zeitung, 1924, page 498), the resinoids are pre- 
cipitates, which are obtained by the precipitation of 
alcoholic extracts with water, particularly such extracts 
obtained from resinous parts of plants. They cannot 
generally be used as fixatives, but they are suitable for 
use only with such perfumes with which they blend 
properly in odor because of the presence of special per- 
fumes in the resinoids themselves. Thus for example 
sandalwood resinoid may be added to sandalwood, orris 
resinoid to violet compositions and so on. 

One house recommends its resinoids in the following 
words: ‘Our resinoids are extraction products of certain 
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vegetable perfume materials, prepared in accordance 
with a special process, which contain all the original 
odoriferous constituents in their original state. Hence, 
they possess very considerable advantages over the corre- 
sponding essential oils, since the latter are obtained 
often by steam distillation which changes the original 
aroma in many instances. However, the resinoids are 
particularly valuable due to their content of resinous 
substances, which give them a stronger fixing action.” 

Benzoin-Sumatra resinoid is particularly recommended 
on account of its strength and cheapness for use in 
making perfumed soaps. 


Use of Suitable Resins 


It is however true that such products as resinoids are 
too expensive in many instances for use in making per- 
fumed toilet soaps. Furthermore, the dark color of the 
resinoids, an inherent property, makes them unsuitable 
for use with white soaps. Consequently, the artificial 
products, which have been brought out on the market 
and which take into consideration these disadvantages 
of the natural fixatives, are welcome. Certain resins 
are suitable for fixing the perfumes in making per- 
fumed, toilet soaps, for the reason that, they can be 
used in the proportion of one hundred to five hundred 
grams in perfuming one hundred kilograms of soap 
along with a like proportion of perfume. The cost 
involved in perfuming one hundred kilograms of soap is, 
accordingly, higher in no case, than in perfuming the 
soap without the use of the “resins”. At the same time 
the odor is retained in the soap considerably longer and 
toning-off of the same is much improved. Resins have 
been manufactured for the following perfumes:—oil of 
bitter almonds, lemon oil, pineneedle oil, lilac oil, hya- 
cinth oil, oil of lily-of-the-valley, oil of cloves, oil of 
orange flowers, neroli oil, patchouli oil, oil of mignon- 
ette, attar of rose, sandalwood oil, oil of violets, vetiver 
oil and ylang-ylang oil. 


Natural Drugs the Classic Fixatives 


The classic fixatives are the natural drugs:—the bal- 
sams, aromatic resins (benzoin-Siam, benzoin-Sumatra, 
labdanum, myrrh, olibanum, storax, balsam tolu). 

Fixatives of animal origin include amber, castoreum, 
musk and civet. 

Fixative properties are also possessed by all essential 
oils of high boiling point, such as for example oil of 
guaiac wood, patchouli oil and oil of vetivert. Fur- 
thermore, chemical compounds, which are solvents for 
perfumes and which also possess fixing action in a cer- 
tain degree, include benzy! benzoate, diethylphthatate 
and others. 


Selection for Purpose and Price 


The soap maker is also confronted with the necessity 
from time to time of making the proper selection of the 
perfume and also of the perfume fixatives according 
to the nature of the product and according to the price 
that he can get for his product. The basic principles, 
which have been discussed here in some detail, must 
always be taken into consideration, if no disappointments 
are to be experienced in the finished products. 
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New Mascaro Base 


For quite some time manufacturers have been look- 
ing for a base that would not run or smart when ap- 
plied. Such a base is glycerol monostearate, sold under 
different trade names. An emulsion is made with water, 
the base emulsifying itself, and the suspended pigment 
is added. Glycerine or its substitute may be added. The 
preparation is innocuous, rubs up quickly with a moist- 
ened brush, and does not corrode the container. Small 
amounts of oil can be incorporated for special effects. 


Skin Absorbs Vitamin D. 


In a paper delivered at the A.Ph.A. Convention in 
Madison, F. J. Amrhein (deceased) stated that in his 
experiments with white rats he found conclusive proof 
that the vitamin is absorbed by the skin, curing ricketts 
in diseased animals in eight days or less. (It is men- 
tioned in passing that this writer published an article 
on Vitamin D in creams almost two years ago, which 
many considered “all wrong” at that time. Just an- 
other crazy idea that turned out to be O.K.) 


Safety in Hair Dyes 


According to Dr. Diasio who experimented with ani- 
mals which were hypersensitive to bismuth, the results 
showed that the least toxic of all dyes were the bismuth 
thiosulfate combinations. Such a hair dye will give 
all the shades necessary, and they will look quite natural. 


Anti-Sunburn Cream 


An excellent greaseless cream can be made from 
glyceryl-mono-stearate 10°, which is melted with up 
to 15% stearic acid. This is then mixed with about 
60‘ of water (near the boiling point). A thick slimy 
cream forms. To this cream a filtering agent must be 
added. Menthyl salicylate 10° has proven quite use- 
ful. To keep the cream from drying out, 5% of gly- 
cerine or a substitute is added. Both the salicylate and 
the glycerine are melted with the oils, before the water 
is added, or the mixture may crack. 


Nicotine Stain Remover 


A paste made with methyl hexalin, triethanolamine 
oleate and stearate, potassium stearate, pumice powder 
and a little perfume has been found to be effective. 
The methyl hexalin is melted with fatty acids. The 
alkalis are dissolved in the water and heated to the 
temperature of the fatty acids. The acids are added 
to the alkali mixture and stirred well. When cool, the 
pumice powder is added and the product milled. Methyl 
hexalin can be used up to 254%. The other materials 
are used in the same ratio as in a vanishing cream, only 
that the amount of water is considerably lower. A little 
experimentation will give a desirable product. We can’t 
tell you any more without giving it completely away. 


July, 1934 241 


Drug Law Revision Is Planned 
(Continued from page 221) 


time it should operate in the interest of all honest 
manufacturers.” 

This premise guided the writing of the Administra- 
tion bill and still is the motivating force in the effort 
to effect reforms in food and drug legislation. And 
no one of prominence has disputed the right of the 
Government to throw every reasonable safeguard around 
consumers. 

But the stumbling block that wrecked this legisla- 
tion at the last session, causing President Roosevelt 
finally with some reluctance to scratch the food and 
drug bill off the figurative “must” list of legislation for 
that session, still exists. 

As stated by Secretary Wallace, still speaking for the 
President, the contention was as follows: 

“It is my observation, based on past experience, and 
to some extent on more recent contact with the broader 
minded advertising and publishing people, that they 
take the view that there is so much consumer purchasing 
power centering around a given publication; that is, 
so much purchasing power possessed by the readers of a 
given publication, if that purchasing power is soaked 
up by expenditures for things which are harmful to the 
readers, there is that much less money to be spent for 
the things that are worthwhile to the readers, and there 
is that much less efficiency on the part of the readers.” 

The above is an exact quotation from the printed 
record of the hearings; and in it may be found the basis 
of the question mark surrounding revision of the food 
and drug statutes. 

From a beginning, stated repeatedly by Senator Cope- 
land, based on a desire to improve products sold to 
consumers, the proposed legislation has expanded to an 
apparent effort to control advertising and sales media 
for the purpose of directing purchasing power into the 
most efficient channels. 

This effort, combined with what scores of persons 
and organizations alleged was a cloudy presentation of 
argument, so obscured the original effort that finally 
the legislative attempt was thrown overboard as the 
only method of settling the argument. 


President May Speak 


But the legislation is not dead in the eyes of the 
Administration, and before next January President 
Roosevelt is expected by those closest to him to make a 
decision on the next step that will be expressed either 
in a public statement or in a message to Congress. 

In making that decision, he will have two obvious 
alternatives, either to cut out of the program any at- 
tempt to superimpose broad questions such as control 
of consumer purchasing power on definite regulatory 
legislation such as this, or to make a final argument in 
favor of grouping the definite and the altruistic in the 
hope that clearer reasoning in the next Congress due 
to the lack of pressing emergency legislation will reveal 
a means of making his plan effective without being, as 
it has been described in some trade circles, obnoxious. 

Whether Senator Copeland will be present next year 
to carry the fight for food and drug legislation cannot 
be forecast, since he is up for reelection under political 
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circumstances that have not shaped themselves clearly 
at this time. 

If he should fail to be returned to the Senate, and 
at the same time the ordinary Democratic majority in 
Congress be increased, it is quite probable that the food 
and drugs bill, when reintroduced, would go through 
virtually unchanged. The alternative prospect in Sena- 
tor Copeland’s assumed absence would be that it might 
be sidetracked in the absence of such an advocate as 
the New York Senator. 

Should Senator Copeland be returned to his seat, many 
persons would hail his presence in the prospective fight 
for revision of food and drug legislation because of his 
broad knowledge of business of this nature as well as 
his basic information of the subject gained as a medical 
authority. 


Federal Trade Commission Activities 


No important decisions affecting manufacturers of 
cosmetics came from the Federal Trade Commission 
during the past month. There is still pending the case 
involving the widely advertised depilatory “Zip” against 
the makers of which it is charged that they have mis- 
represented the product through advertising that it per- 
manently destroys growths of hair. 

However, considerable interest attaches to a complaint 
issued on June 22 and recently made public, naming the 
Thayer Pharmacal Co. and the Thayer Sales Corp., both 
of Chicago, since the complaint involves both the ques- 
tion of veracity and one of fair price. 

In announcing the issuance of the complaint, the 
Commission said: 

“Selling a face cream called ‘Old Egyptian Turtle 
Oil Cream,’ the respondents represented that if used as 
directed, it would rejuvenate the skin, correct crowsfeet, 
lines, wrinkles and excessive dryness, according to the 
Commission’s complaint. The cream would not do 
these things, the Commission said, relying on professional 
opinion, while the price of $2.50 appearing on a label 
was far in excess of the price actually charged by re- 
tailers, thus implying that in purchasing the cream 
from the retailers the buyer was getting a bargain. 

“Denying an Egyptian origin of the Thayer cream, 
the Commission pointed out that some consumers prefer 
a cream made from old Egyptian formulas. Thayer’s 
use of the name ‘Old Egyptian’ tends to deceive buyers 
into believing its cream to be made from such a formula 
or to be Egyptian.” 

The Kolynos Co., of New Haven, Conn., agreed to 
stop advertising, as it has in national publications, that 
its cream would whiten teeth three shades in three days 
or that the paste would remove tartar from the teeth. 

The Commission also reported that M. H. Morton, 
of Brooklyn, N. Y., trading as Morton Laboratories, 
had notified it that he had definitely discontinued adver- 
tising a face cream said to be capable of removing 
pimples, blackheads and other facial blemishes. 

Among anonymous announcements of stipulations 
the Commission stated that a manufacturer of imitation 
flavors had agreed to cease using the word extracts in 
describing his vanilla flavoring and also to cease using 
the word vanilla unless accompanied immediately by the 
adjective “imitation.” 
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Code Authority Organizes with Aronson, Chairman and Welch, Secretary 


HE Code Authority for the toilet preparations in- 
dustry has met and perfected a preliminary organiza- 


tion after which several meetings of the Authority have 


been held. At the organization meeting Ralph H. 
Aronson, vice-president of Bourjois, Inc., New York, 
was elected chairman. Charles $. Welch, member of 
the code authority representing the Associated Manu- 
facturers of Toilet Articles has resigned as secretary and 
manager of that association to become secretary and 
manager of the Authority. Offices have been taken at 
10 East 40th street, New York, and the process of 
building a staff to handle the detail work connected 
with the administration of the cosmetic code is pro- 
gressing. 


The preliminary request to manufacturers that they 
file their price lists promptly with the code authority 
met with unusual success and substantially all. manu- 
facturers have already complied with this provision of 
the code. The work of co-relating the various activi- 
ties which will be necessary for the enforcement of the 
code is making progress but it will be several weeks 
before actual enforcement activities can be undertaken. 

The resignation of Mr. Welch from the A.M.T.A. 
leaves a vacancy in the Code Authority which will be 
filled by a mail vote of the members of the executive 
board of the association. Rules call for one member to 
represent the A.M.T.A. in the permanent Authority. 
For the present, it is planned to leave the office of secre- 





SEATED: CHARLES S. WELCH, SECRETARY AND MANAGER; RALPH H. ARONSON, CHAIRMAN; AND FRep. N. DopceE. 
STANDING: JoHN W. Power, ADMINISTRATION MEMBER; Howarp S. Lyon, JEAN Despres, E. A. Crark, H. 
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tary and manager of the A.M.T.A. vacant. The offices 
will be retained and the routine work of the organiza- 
tion will be handled by Miss A. V. Lawlor who has 
been assistant secretary for some years. 

The accompanying photograph was taken at the first 
meeting of the code authority and shows the entire group 
of members. 


Wisconsin Pharmaceutical Convention 


As the result of an address by Verle C. Smith, 
Ottumwa, Ia., drug wholesaler, the Wisconsin Phar- 
maceutical association at its 84th annual conven- 
tion June 19, 20 and 21 at the Hotel Retlaw, Fond 
du Lac, adopted a resolution pledging allegiance and 
support to those manufacturers of drugs and toiletries 
who do not sell 10-cent packages exclusively through 
syndicate stores or otherwise discriminate against the 
independent druggist. 

Voting against the adoption of a state code at this 
time, but naming a committee to study the matter and 
report back at the next convention, the association 
went on record favoring co-operation with other state 
independent retail organizations in an effort to secure 
a Junior Capper-Kelly bill or similar legislation. 

S. H. Dretzka, South Milwaukee, was elected presi- 
dent of the association; Edward Schweger, Green Bay, 
first vice-president; Karl J. Henrich, Superior, second 
vice-president; William Hoeschler, La Crosse, third 
vice-president; Jennings Murphy, Milwaukee, secretary, 
and B. F. Leidel, Milwaukee, treasurer. 

Otto H. Berndt, retiring president, and John Demgen, 
Marshfield, were named delegates to the N. A. R. D. 
convention in New Orleans with Clem A. Czerwinski, 
Milwaukee, and C. A. Boerner, La Crosse, as alternates. 

Kenneth Childs was elected president of the Wis- 
consin Pharmaceutical Travelers’ Association, with 
William Hadley, George Huseby and Albert Hart, vice- 
presidents; Albert Reichenbach, secretary-treasurer, and 
Ira Davis, Carl Beckler, M. L. Regan, and H. E. Kraft, 
directors. All are of Milwaukee. 

Mrs. Oscar Rennebohm, Madison, was elected presi- 
dent of the women’s auxiliary with Mrs. Wilbur Lalis 
and Mrs. Cecelia Worm, both of Fond du Lac, vice- 
presidents; Mrs. J. H. Shaughnessy, Green Bay, secre- 
tary, and Mrs. Ralph W. Clark, Madison, retiring presi- 
dent, named treasurer. 


Gibson-Howell to Reorganize 


The Gibson-Howell Co., manufacturer of cosmetics 
and pharmaceuticals at 125 Cator avenue, Jersey City, 
has taken steps toward reorganization under the terms 
of the new Federal bankruptcy regulations. On appli- 
cation of its attorneys, Milberg and Milberg, Judge Guy 
L. Fake in United States District Court on July 2 ap- 
pointed John G. Waltzen, president, and Abraham 
Strauss, secretary of the company, as trustees in receiver- 
ship. Further proceedings were referred to George R. 
Beach, referee in bankruptcy at Jersey City, for con- 
sideration. 

According to the petition filed, the company has 
assets of $278,802 and liabilities of $174,121. It is 
stated, however, that the assets are not immediately 
liquid and that the company is hard pressed to meet 
payrolls and other maturing obligations. 
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Restraint Order Against New Maine Law 


Through the efforts of the Associated Manufacturers 
of Toilet Articles, working through the general counsel 
Hugo Mock and a special counsel, Messrs. Verrill, Hale, 
Booth & Ives of Portland, Me., the signature of Judge 
Peters, U. S. Federal Judge for the district of Maine, 
has been secured to a restraining order to prevent the 
enforcement of the new Maine cosmetic law and regu- 
lations issued by the Department of Health until its 
constitutionality can be passed upon by a court con- 
vened for that purpose. 

This court will consist of three federal judges and it 
is hoped that it may be convened during the end of 
July. The association has been advised by the Maine 
authorities that no effort will be made to enforce this 
legislation and regulations until the court has passed 
upon the question of constitutionality. 


Ansehl Buys New Plant 


The Benjamin Ansehl Co., St. Louis, Pittsburgh 
and New York has purchased a modern, daylight plant 
at 6000 Goodfellow boulevard for its general offices and 
laboratory in St. Louis. The company manufactures 
“Vivani” and other complete lines of toilet preparations. 

This removal to a larger building, according to Ben- 
jamin Ansehl, president, was impelled by the widening 
national distribution of ‘Vivani” toilet preparations and 
expansion of the company’s other lines of business. Daily 
production facilities have been increased ten times. 

Mr. Ansehl has been in the toiletries field for twenty 
years, having originated many toilet preparations now in 
general use together with the merchandising ideas which 
effected their national distribution. He is a member of 
the executive committee of the National Perfume & 
Cosmetic Manufacturers Association. 


Pompeian Reduces Capital Stock 


The Pompeian Corp., Baltimore, Md., has revised its 
financial structure by reducing its capital stock from 
60,000 common shares of no par value to 50 shares of 
$20 par value. The decision to reduce the capitaliza- 
tion was made last December, with one $20-par share 
being exchanged for 1,200 no-par shares. The present 
corporation was chartered in 1928. 


Gold Dust Enlarges Baltimore Plant 


Extensive improvements are being planned by the 
Gold Dust Corp. for its factories at Baltimore, Md. 
The expansion program will include additions to the 
boiler house and kettle house, new equipment for these 
units, and changes in the electrical and piping systems. 
It is estimated that the cost of the improvements will 
be approximately $250,000. 


Fels-Naptha on Five-Day Week 


Fels & Co., Philadelphia, Pa., has adopted a five-day 
working week with the same wage basis that prevailed 
when the company was working five and a half days a 
week. The plan was put into effect early this month 
and, according to Samuel S. Fels, president of the firm, 
affects 500 employes. 
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B. E. Levy Again Heads Coty, Inc. 


Benjamin E. Levy has been elected chairman of the 
board of directors of Coty, Inc., New York. Mr. Levy 
thereby returns to Coty, the company with which he 
has been associated, except for a recent brief interval, 
for twenty-four years. He is an outstanding figure in 
the toilet goods industry 
and under his direction the 
Coty business in America 
progressed from its modest 
beginnings to a position of 
leadership in its field. 

As chairman of the 
board of the New York 
company, Mr. Levy will 
direct the Coty organiza- 
tion both here and abroad, 
since the American com- 
pany holds _ controlling 
stock interest in the parent 
house. Following the 
stockholders’ meeting at 
which he was elected, it 
was also announced that the Coty organization in 
France will function under a re-organized board of 
directors, including a number of representative French 
business men as well as a representative of Lazard Fréres. 
Francois Coty will remain as president of Coty, Inc. 
and will continue to devote himself exclusively to crea- 
tive contributions. 

Mr. Levy’s return to supreme command of the Coty 
interests is enthusiastically welcomed by his many 
friends and associates in the toilet goods world, and most 
particularly by his former lieutenants and co-workers, 
who warmly value the inspirational quality of Mr. Levy’s 


leadership. 





BENJAMIN E. Levy 


Chemical Brands to Offer Stock 


Chemical Brands, Inc., 621 Kent avenue, Brooklyn, 
N. Y., has filed a registration statement with the Fed- 
eral Trade Commission for the issuance of 100,000 
shares of class A stock at $2.75 a share, or an aggre- 
gate of $275,000, the proceeds to be used for working 
capital and expenses. The company was organized 
March 7, 1932, to manufacture toilet articles, barber 
supplies and drugs, and took over the business of the 
former Ritz Perfume Co. and its affiliates. 

The company makes “Nix,” “Ectonal” and other 
products. Among its officers are Hyman Huebschman, 
president and treasurer; Edward O'Shaughnessy, vice- 
president, and Harry M. Shaw, secretary. 


Package Medicine Code Authority 


The package medicine industry has selected as mem- 
bers of its code authority Frank A. Blair, president, 
Proprietary Association; J. Minor Ewing, president, 
United Medicine Manufacturers’ Association; J. A. 
Handy, Larkin Co Inc., Buffalo, N. Y.; William Hal- 
loway, Johnston, Halloway & Co., Philadelphia, Pa.; 
and Earl A. Means, Bristol-Myers Co., New York. These 
members were chosen through the distribution of 2,600 
ballots to the industry, according to Wroe Alderson, 
N.R.A. industrial adviser. 
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Supplementary Soap Code Approved 


The National Recovery Administration has approved 
a supplementary code of fair competition for the Pa- 
cific Coast section of the soap and glycerine manufac- 
turing industry. This code incorporates all the labor 
provisions of the basic soap code and establishes a sup- 
plementary code authority consisting of thirteen mem- 
bers of the board of directors of the Pacific Coast Asso- 
siation of Soap Manufacturers and not more than three 
members representing the administration. The supple- 
mentary code became effective July 9th. 


Venida Acquires New Plant 


The Venida Co., Inc., has advised us that it has ac- 
quired the Shamokin, Penn. plant and equipment of 
Cellulose Products Corp. According to Norvin H. 
Rieser, president of Venida, the factory occupies ap- 
proximately 100,000 square feet of space and after 
certain immediate improvements have been completed, 
it will be used for the manufacture of Venida cleans- 
ing tissues and other products. 


Riebe Soap Changes Name 


The Riebe Soap & Chemical Works, Seattle, Wash., 
has changed its name and is now known as the Riebe- 
Continental Chemical Co. The organization is now 
under the direction of H. G. Behneman as successor to 
the late Mme. Marie J. Riebe, former owner, who re- 
cently died in the Puget Sound metropolis. 


Brown Now Ayer Vice-President 


J. Henry Brown for the last twenty-two years 
Southern representative for Harriet Hubbard Ayer, Inc., 
New York, has been made 
vice-president of the com- 
pany according to a recent 
announcement by Mrs. 
Lillian S. Dodge, president. 
He will make his head- 
quarters at the New York 
offices but this will not 
separate him entirely from 
his many friends in the 
South. He does not re- 
lease the Southern territory 
where he has associated 
with him his brother J. L. 
Brown, R. D. Leeds and 
W. H. Radebaugh, all of 
whom have been connected 
with the Ayer organization 
for many years. Mr. Brown will keep in close touch 
with his many friends throughout the territory and will 
continue to make occasional visits to the trade in that 
section. 





J. Henry Brown 


Wiedeman Heads Alpha Chi Sigma 


H. E. Wiedeman, consulting chemist of St. Louis, 
who has done considerable work in the toilet goods field 
was honored by election to the presidency of Alpha Chi 
Sigma, national chemical fraternity, at the annual meet- 
ing held in Bloomington, Ind., June 12 to 16. 
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Colgate Vice-President Sails 


E. H. Little, vice-president of Colgate-Palmolive- 
Peet Co., Jersey City, N. J., sailed recently on the Europa 
for a month in Europe. Mr. Little will make as com- 
plete as possible survey of business conditions in several 
countries, particularly as they affect the soap industry. 
He goes first to Paris and 
then to inspect Colgate 
foreign plants in Europe. 

Until his election as 
vice-president in 1932, Mr. 
Little was manager of the 
foreign territory and it 
was largely due to his 
vision that the company 
now has factories and sales 
organizations in the prin- 
cipal European countries. 
He is now director of sales 
and advertising. 

Directors of the com- 
pany on July 11 voted to 
pay a dividend of 12% 
cents a share on the com- 
mon stock. The dividend, which is the first disburse- 
ment since March, 1933, will be paid August 1 to stock- 
holders of record July 23. “In taking this action,” 
said S. Bayard Colgate, president of the company, “the 
board was guided by the fact that sales have shown 
constant improvement.” He stated that “Colgate- 
Palmolive-Peet is now jn a position to share in business 
recovery and to contribute its share toward it.” 


E. H. Littur 


The company is projecting one of the largest con- 
centrated advertising campaigns ever brought out by 
the company. Newspapers will be the principal media 
used in this campaign. The slogan will be “Brighter 
Smiles.” The product featured will be the Colgate rib- 
bon dental cream and the campaign will revolve around 
the “seven stains” which have been featured in adver- 
tising of this product with considerable success for 
some months. 

The California business of the Colgate organization 
is now being conducted in accordance with the Fair 
Trade Act of that state. A schedule of minimum re- 
sale prices, effective June 10, has been issued on all 
products of the company and on “Vaseline” petroleum 
jelly products, for which the company acts as selling 
agent. Copies of the Colgate California Retail Sales 
Agreement have been sent to retailers for their signature 
so as to establish promptly the minimum resale prices 
that the agreement legally permits, according to Wil- 
liam R. Veale, manager of the toilet article department 
of the company. 

That business and government should cooperate to- 
ward prosperity was urged last month by S. Bayard 
Colgate, president of the Colgate-Palmolive-Peet Com- 
pany, at a dinner given by the Jersey City Chamber of 
Commerce to mark the removal of the company’s head- 
quarters from Chicago back to the New Jersey city. 
“T believe,” said Mr. Colgate, “that city, state, and 
federal government must, before long, realize that busi- 
ness can not be called upon to pay higher wages, and at 
the time shorten hours of work, while bearing greatly 
increased taxes and restrictive legislation.” 
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Miss Antonow’s Engagement Announced 


Mr. and Mrs. Samuel L. Antonow of New York have 
announced the engagement of their daughter, Miss 
Miriam M. Antonow, to Henry W. Wittner, son of 
Mrs. Mary Wittner of Brooklyn and the late Hyman 
E. Wittner. The wedding will take place next winter. 
Mr. Antonow is president of V. Vivaudou, Inc. and 
American Druggists’ Syndicate. 

Miss Antonow attended the University of Illinois, 
while Mr. Wittner was graduated from Columbia Col- 
lege and Columbia Law School. He is now with the 
Vadsco Sales Corp, and is also associated with Wittner 
& Wittner in the practice of law at 239 Broadway, 


New York. 


To Revise Ethyl Alcohol Duty 


The Bureau of Customs, Treasury Department, has 
under consideration the classification of ethyl alcohol 
under the Tariff Act of 1930. In the opinion of the 
bureau, ethyl alcohol would be subject to duty at the 
rate of 15 cents a gallon under paragraph 4 of the 
Tariff Act if for nonbeverage purposes, and all other 
ethyl alcohol would be dutiable at the rate of $5.00 
per proof gallon under paragraph 802 of the Tariff Act. 
As it appears that ethyl alcohol is usually of a high 
proof, 190 degrees, the duty under paragraph 802 would 
approximate $9.50 per gallon of 231 cubic inches. 

The Federal Alcohol Control Administration advises 
that no specific permits have been granted for the im- 
portation of ethyl alcohol and that such permits will 
not be granted unless provision is made on the basis of 
quotas determined by the Secretary of Agriculture and 
the Secretary of the Treasury. 


Cowling a New York Visitor 


Donald S. Cowling, sales manager of Lucien Lelong, 
Inc., Chicago and New 
York, spent about ten days 
at the New York office of 
the company early in July. 
Mr. Cowling has been lo- 
cated at the Pacific Coast 
headquarters at Los An- 
geles for some time and 
reports that business in 
cosmetics in the coastal 
territory has improved 
tremendously. His own 
company’s sales are far 
ahead of those of last year 
and of the year before. 
Several new items have 
been added to the Lelong 
line, including a new bath powder and a special guest 
powder package which is illustrated in our New Pack- 
ages and Products section. 


DONALD S. COWLING 


Rubinstein Branch at Seattle 


Helena Rubinstein, Inc., was recently incorporated 
at Seattle, Wash., after the opening of a branch in 
that city for the distribution of its products. The 
new firm is capitalized at $5,000, with Helena J. Titus 
and others as incorporators. 
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NBC Features Cosmetics at Fair 


At this year’s Century of Progress Exposition at 
Chicago the National Broadcasting Company pays a 
tribute to the cosmetics industry in its story of the 18- 
hour-daily broadcasting service enjoyed by American 
radio listeners. A special electrical transcription used 
in this synchronized sight-and-sound exhibit features 
Jimmy Wallington, well known announcer, who tells 
visitors to the World’s Fair how and why business con- 
cerns make possible the American system of broadcast- 
ing, which gives listeners the finest and widest selection 
of radio programs in the world. 


To Increase Houbigant Advertising 


Because of the success attained by the Houbigant 
“Dull Finish” Face Powder advertising campaign, this 
advertising will be augmented during the summer and 
fall by additional consumer magazines. The entire “Dull 
Finish” make-up line will be featured in future adver- 
tising as well as other items in the Houbigant line. 

Cheramy ‘April Showers” continues to be the sub- 
ject of a radio campaign over the Columbia network 
on Wednesday evenings, featuring the singer Maxine 
and Phil Spitalny’s ensemble. 

Houbigant and Cheramy sales showed substantial in- 
creases in May over sales in May, 1933. This is the 
tenth month in which sales have increased. 


Ogilvie Sisters Give Scholarship 


The scholarship offered by Ogilvie Sisters, New 
York, to the most promising and proficient graduate 
of the beauty culture course at Bronx Vocational High 
School has been awarded to Miss Carolina Rubsam. 
Miss Rubsam has already started her free training in 
the Fifth avenue salon of Ogilvie Sisters. 

Dr. Gladys Ogilvie has given generously of her own 





time and professional knowledge so that the girls who 
took the beauty culture course at the Bronx school 
might have the best and most up-to-date training. She 
has personally trained each of these girls in the diag- 
nosis and treatment of scalp conditions and in the ap- 
plication of tonics, pomades and correctives. As a fur- 
ther expression of her recognition of the value of train- 
ing youth, Dr. Ogilvie arranged with her sisters to 
offer this scholarship as a first prize to the best student 
in the beauty culture class. 
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Pharmaceutical Manufacturers Meet 


Members of the American Pharmaceutical Manufac- 
turers Association held their annual meeting at Chat- 
ham, Mass., during the week of June 25. The associa- 
tion again stated its position in favor of sound revision 
of the Food and Drugs Act. In such legislation it 
urged the principle of 
constructive varia - 
tion privilege with respect 
to official drugs, subject 
to label notice of such 
variation, and also the in- 
clusion of an administra- 
tive board of review. Ne- 
gotiations for a drug man- 
ufacturing code were re- 
viewed, and the program 
was rounded out by dis- 
cussions of cost finding 
methods, sales promotion, 
advertising, collec - 
tions and other problems. 

Carl N. Angst, of the 
Pitman-Moore Co., Indi- 
anapolis, Ind., was re-elected president of the associa- 
tion. Other officials chosen at the annual election 
were: vice-presidents, Jesse L. Hopkins, J. L. Hop- 
kins & Co., New York, and R. H. Thompson, E. B. 
Shuttleworth Chemical Co., Toronto, Ont.; secretary, 
C. W. Warner, Maltbie Chemical Co., Newark, N. J.; 
treasurer, Frank A. Mallet, Standard Chemical Co., Des 
Moines, Ia.; directors, George R. Flint, Flint, Eaton & 
Co., Decatur, Ill.; H. B. Johnson, Zemmer Co., Pitts- 
burgh, Pa., and Frank Schopflin, George A. Breon & Co., 
Kansas City, Mo. 

Following the report of the memorial committee, a 
silent tribute was paid to the memory of three members 
who had died during the past year—Frederick E. Water- 
meyer, Fritzsche Bros., Inc.; Morley K. Dunn, asso- 
ciate counsel, and Charles C. Doll, Zemmer Co. 


Jesse L. Hopkins. 


Flavor Makers Protest Ginger Ruling 


The Flavoring Extract Manufacturers’ Association has 
strongly protested Treasury Decision 4424 which classi- 
fies U. S. P. Tincture of Ginger as an intoxicating liquor 
and requires producers to qualify as rectifiers and pay 
special taxes. George M. Armor, E. L. Brendlinger, 
J. A. Handy and B. H. Smith were appointed to repre- 
sent the association at a hearing on July 7, and individual 
members were urged to register their protests with 
Deputy Commissioner Arthur J. Mellott of the Internal 
Revenue Department. 


John Hanser Wins Restraint Order 


The Hanser Soap Co., Milwaukee, operated by Alois 
Hanser, was restrained from using that name in an 
order issued June 26 by Judge Gustave G. Gehrz. The 
restraining order was granted on the petition of John 
Hanser, president of the John Hanser Soap Co., a 
brother of Alois. The court’s order also restrains the 
company headed by Alois Hanser from using labels and 
packages similar to those of John Hanser’s company. 
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Foragers Frolic 





CHOWDER 


” HE annual outing of the Foragers was held the 
last Saturday in June at Green Gables, Long 
Branch, N. J. Nearly fifty members and guests of 
the organization sailed down the bay on the Sandy 
Hook steamer that morning and arrived at Green 
Gables about eleven o’clock. 

After some light refreshments the regular athletic 
games were held and then the annual baseball game. 
The winners of the athletic games were: 

50 Yard Dash 

Ist, Pollock; 2nd, Connolly; 3rd Cotton; 4th 
Doherty. 

Walking Race 

Ist, Connolly; 2nd, McCoy; 3rd, Hammond; 
4th, O’Hara. 

Old Timers’ Race 

Ist, Arcularius; 2nd, Gartlan; 3rd, Kilcullen; 
4th, Herman. 
Three-Legged Race 

Ist, Pollock & McCoy; 2nd, Connolly & O’Hara; 
3rd, Doherty & Keeley; 4th, Stamler & Dillard. 
Shoe Race 

Ist, Keeley; 2nd, Connolly; 3rd, Dillard; 4th, 
Volk. 

Relay Race 

Ist, Pollock, Keeley, O’Hara and Connolly; 2nd, 
Cotton, O’Brien, Gartlan and McCann; 3rd, Stam- 
ler, Doherty, Dillard and Navarre. 

The baseball game lasted only three innings by 
agreement, both the heat and a desire for other more 
interesting and attractive pastimes interfering. 

After an excellent dinner the party returned to 
New York, arriving, tired but happy, about seven 
o’clock. 
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THE HIGHBALLS 


Keeley ss 
O’Hara 2b 
Stamler c 
McCoy Ib 
Dempsey 3b 


Arcularius p 


Ogilvie If 
La Prelle rf 
Spence cf 


THE Fizzes 


Pollock c 


Connolly p 3b 
McCann ss 3b p 


Georgi cf 
Vogt 3b ss 
Dillard lf 
Hanlon 1b 
Kilcullen rf 
Cotton 2b 
a Casey 


a Casey batted for Kilcullen in 3rd. 
The Highballs 


The Fizzes 


Left on Bases: Highballs 2, Fizzes, 
Stamler, La Prelle; Stolen bases, 
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0 0 l 
l 0 0 
4 5 0 
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0 0 0 
0 l 0 
0 0 0 
0 0 0 
0 0 0 
9 5 l 
0 0 l 
0 a l 
0 2 0 
0 0 0 
0 0 0 
0 0 0 
7 0 0 
0 0 0 
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0 0 0 
9 5 2 
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3. 2 base hits, 
McCann, Han- 


lon, La Prelle. Struck out, by Arcularius 5, Con- 


nolly 2. 
nolly, 1. 


off McCann, 1. 


Losing Pitcher, McCann. 
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Bases on balls, off Arcularius, 1, Con- 
Hits, off Arcularius 4, off Connolly 2, 


Winning Pitcher, Arcularius; 
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London Packing Show Opened 


Viscount Leverhulme, governor of Lever Brothers, 
Ltd., recently opened the first exposition of modern 
packing to be held in the United Kingdom. The expo- 
sition is designed to show how goods may be carried 
safely and how, by improved and more artistic designs, 
they can be made more attractive. There are many ex- 
hibits illustrating how much good is being done to safe- 
guard goods from being pilfered or broken, but the most 
striking feature of the exposition is the demonstration 
of how designer and manufacturer are now working 
together to aid salesmanship by the more attractive pack- 
ing of their goods. 

Many inventions are being shown for the first time. 
They include new pilfer-proof cases with nails that 
cannot be extracted, and cases which may be thrown 
about by the world’s most careless porter and not break. 
Vegetable parchment wrapping, a rapidly growing 
British industry, is strongly represented, one firm manu- 
facturing it having taken 80 per cent of the trade from 
Germany and Belgium and created a substantial ex- 
port business as well. Another concern is exhibiting 
a special rigid container for which it claims increased 
efficiency in the packing room, as there is no noise 
in packing. Others show cases which can be built 
up in the user’s works in two minutes, and collapsible 
cases occupying small space when not in use. One 
of the exhibits is a plywood packing case, in a press, 
which retains its shape under a pressure of over 10 
tons. A novelty is a, discreet bottle carrier which dis- 
guises effectually its purpose. 

Declaring the exposition open, Viscount Leverhulme 
said that it brought home the fact that in modern 
marketing the design of the packing had become a dis- 
tinct art. Advertising and salesmanship had long been 
the province of the expert, as also had the technical 
processes of manufacture, but packing was as important 
as any side of the business. 


Alvarez First in Salesmens’ Golf 


The June golf tournament of the Chemical Sales- 
men’s Association, held at the Bonnie Briar course at 
Larchmont, N. Y., proved to be one of the best open- 
ing contests the group has conducted. Forty-six golfers 
participated in the tournament and in the dinner that 
followed. 

John M. Alvarez, Grasselli Chemical Co., won in 
the Class A division, with Edward Orem, E. I. du Pont 
de Nemours & Co., finishing as runner-up and Robert 
Brewer, Liberty By-Products Co., in third place. The 
Class B competition was won by B. J. Gogarty, Ross- 
ville Commercial Alcohol Corp., with William Adkins, 
Givaudan-Delawanna, Inc., in second place and A. M. 
Hopper third. E. M. McDonough, New York Quinine 
& Chemical Works, won the Kickers handicap, with 
Rupert Lowe second and Victor Williams, Monsanto 
Chemical Works, third. E. W. Haley, Columbia Al- 
kali Co., carried off the guest prize with a score of 
77, and H. F. Herman won the putting prize. 


Daniel Flaster Leases Space 


Daniel Flaster, cosmetics, leased space last month at 
74 Grove street, New York. The lease was arranged 
through A. W. Carmichael, Inc., brokers. 
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Coming Conventions 


American Cosmeticians Associations, Hotel Sherman, 
Chicago, August 20 to 22, 1934. 

National Hairdressers & Cosmetologists Association, 
Edgewater Beach hotel, Chicago, September 9 to 13, 
1934. 

Federal Wholesale Druggists Association, Biltmore 
hotel, Providence, R. I., September 16 to 19, 1934. 

National Association of Retail Druggists, New Or- 
leans, La., September 24 to 28, 1934. 

Women’s Exposition of Arts and Industries, Hotel 
Astor, New York, October 1-6, 1934. 

“American Beauty and Styles Convention,” Hotel 
Astor, New York, October 8-11, 1934. 

“Official Hairdressers’ Show and Convention,” Hotel 
Pennsylvania, New York, October 15 to 18, 1934. 

American Bottlers of Carbonated Beverages, 106th 
Armory, Buffalo, N. Y., November 12 to 16, 1934. 


Cosmetic and Drug Men Honored 


George W. Luft and Harry Noonan have been elected 
directors of the Queensboro Chamber of Commerce, 
a trade organization embracing companies in the borough 
of Queens, New York City. They succeed William E. 
Code and Richard P. Weber, who recently resigned. 
Mr. Luft is well known to our readers as president of 
George W. Luft Co., manufacturers of cosmetics, and 
Mr. Noonan is president of the Drug Products Co., Inc. 


Armand at A. M. A. Meeting 


The Armand Co., Des Moines, Iowa, had one of the 
most interesting and attractive displays at the recent 
convention of the American Medical Association in 
Cleveland. A number of other cosmetic displays also 
had space at the exposition and these were mentioned in 
a previous issue. The Armand Co. reports that 2,518 
physicians and their wives registered at the booth and 
conferred with Henry Miller, chemist of the company, 
who had charge of the display. 

Armand is the latest large toilet preparations manu- 
facturer to adopt radio advertising. The program fea- 
tures outstanding Broadway stars and is broadcast over 
seventeen of the company’s most powerful stations from 
coast to coast. 


Doolittle Back from West 


Addington Doolittle, president of Compagnie Pa- 
rento, Inc., Croton-on-Hudson, N. Y., has returned 
from a business trip through Eastern Canada and the 
Middle West. While in Toronto he conferred with 
E. C. Barton, secretary and general manager of Com- 
pagnie Parento of Canada. Mr. Doolittle reports that 
business conditions in Canada are much improved and 
throughout the Middle West he found a more hopeful 
tone. 


Hopkins Back from Vacation 


J. L. Hopkins, of J. L. Hopkins & Co., New York, 
and recently elected vice-president of the American 
Pharmaceutical Association, returned to his office July 
16 after a short vacation. 
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Miss Hysora Caplan Is Married 


Miss Hysora Caplan, daughter of Mr. and Mrs. Julius 
H. Caplan, Lebanon, Pa., was married on June 19 to 
Aaron Dachowitz at the Broadway Central Hotel, New 
York. Her father is a partner in the Keystone Soap 
Manufacturing Co., of Lebanon. The ceremony was 
performed by the bridegroom’s father, Rabbi Hirsch 
Dachowitz, while fifty rabbis from many parts of this 
country and a few cities in Canada were among the 
guests. 


Mrs. Auch a Cooking Expert 


Mrs. Anita Auch, wife of Ralph H. Auch, chief 
chemist of the Zanol Products Co., Cincinnati, O., has 
gained recognition as an authority on home economics. 
In addition to writing a daily column on cooking and a 
weekly syndicated column, she prepares frequent fea- 
ture articles for the Cincinnati Post and other news- 
papers. 


Princess Stephanie on Fifth Avenue 


Another new entrant to New York’s Fifth avenue 
section is the Princess Stephanie, who has leased the 
store at 743 Fifth avenue, adjoining the Squibb build- 
ing, for the sale of cosmetics and confections. The 
rental is based on a percentage of both wholesale and 
retail sales in addition to a minimum guarantee, ac- 
cording to Harold E. Wolf, who acted as broker. 


Miss Bell With Martine Haubret 


Lillian Bell has been appointed sales promotion mana- 
ger in the United States for the new Martine Haubret 
beauty preparations. Miss 
Bell entered the cosmetic 
field over 15 years ago 
when she joined Primrose 
House. Later she was with 
Marie Earle and for eight 
years covered the country 
from coast to coast. She 
also introduced Worth per- 
fumes in the United States 
and was American repre- 
sentative for eight years. 
Recently, she was with 
Scandia Jourde. 

The Martine Haubret 
wholesale division is lo- 
cated at 100 Central Park 
South, New York City. 
It is a new line with herbs as the basic ingredient of 
every item. There are no creams in the treatment. 





LILLIAN BELI 


Robert Opens Perfume Bar 


Robert, he who “Makes You Beautiful,” opened a 
new perfume bar in connection with his hairdressing 
establishment at 675 Fifth avenue, New York, recently. 
The bar is designed in the modern manner, and is lo- 
cated in a richly decorated salon on the second floor 
of the building at that address. The complete line of 
Robert’s perfumes and cosmetics are on sale. 
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Introducing a New Contributor 


This month we introduce to our readers another new 
contributor, Miss Edna Colladay Pierce, whose series on 
Sales Promotion begins in this issue. Miss Pierce has 
had a wealth of experience along the lines of which 
she writes and has personally worked at every angle of 
the complicated puzzle of 
how toilet preparations 
are sold. Her advice has 
long been valued by the 
retail outlets and_ her 
work for several of the 
large manufacturers has 
been outstanding. 

The series opens with a 
general article on the sig- 
nificance of sales _pro- 
motional activities but in 
those which are to fol- 
low, Miss Pierce gets down 
to “brass tacks” and tells 
the manufacturer just 
how he can accomplish 
so many of the things 
he has dreamed about in connection with his selling 
problem. 

Much of the dynamic and magnetic personality of 
the author is injected into these articles but it seems 
almost a pity that her exceedingly personable appearance 
can be brought to our readers only through a photo- 
graph which scarcely does the subject justice. 





EpNa C. PreRcE 


Rosett on Canadian Trip 


Louis A. Rosett, president of Florasynth Laboratories, 
Inc., New York, has left for a trip through Canada 
where he will visit Florasynth branches,—Halford- 
Lewis Co., Montreal, and K. I. Litster Co., Toronto,— 
and contact some of the company’s many customers 
in the Canadian territory. 

Dr. Alexander Katz, secretary, who has been spend- 
ing some time at the New York offices of the company 
will return to the Pacific coast at the end of this month 
where he will again make his headquarters with the 
Los Angeles and San Francisco branches. 


Organizes Mary Stone’s Inc. 


Mary Stone, with a group of her own beauty prepara- 
tions and cosmetics, and a beauty school on Second 
avenue, Seattle, has formed Mary Stone’s, Inc., with 
$50,000 capital stock. Those incorporating this beauty 
enterprise that is widening its locale over the Pacific 
Northwest are W. A. and Mary Grafton and Rebecca 
Wells. 


Oratone Mfg. Co., Organized 


The Oratone Manufacturing Co., 221% S. Main 
street, is a new industry in Tulsa, Okla., with Dr. 
Clark O. Scott, graduate of the Kansas City dental 
college, president of the company, and T. Carl P’Simer, 
distribution manager. A large portion of the ingredients 
found in “Oratone” dental cream are to be had in 
Oklahoma, Mr. P’Simer says. The first tube of cream 
made was presented to Mayor Penney of Tulsa. 
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McCormick Honors Veteran Officials 


“Commemorating the valuable service rendered by 
these pioneer officers of McCormick and Company— 
Roberdeau A. McCormick, 1891; William Lee Bean, 
1892; George M. Armor, 1896, to McCormick and 
Company.” 

Thus, with the above inscribed upon a handsome 
bronze plaque, has McCormick & Co., Baltimore, hon- 
ored three of its veteran officers—men whose combined 
years of service to the firm total nearly a century and 
a quarter. 

The tablet, presented by president Charles P. McCor- 
mick, was unveiled at the annual meeting of divisional 
sales managers held at the home offices of the company 
in Baltimore during the week of July 1 and was en- 
thusiastically endorsed by the entire group as fitting 
tribute to the three so honored. 

Roberdeau A. McCormick is vice-president and bro- 
ther of the late founder Willoughby M. McCormick, and 
was first connected with the firm 43 years ago. William 
Lee Bean, secretary-treasurer, has been with the com- 
pany 42 years; and George M. Armor, vice-president, for 
38 years. 

During the course of the sales meeting, manufactur- 
ing and merchandising policies of every department of 
the business were discussed at length, with additional 
time being spent on the subject of premiums and free 
deals—occasioned this year by code rulings. Manufac- 
turing and selling costs were compared with former 
years and the company’s present and future advertising 
program was analyzed. 

By way of diversion there was a mid-week adjourn- 
ment to allow for an “over-the-Fourth” voyage to 
Norfolk and Hampton Roads. 


Kennedy on European Vacation 


John R. Kennedy of the United Drug Co., Ltd., To- 
ronto, Ont., and past president of the Association of 
Canadian Perfumers and Manufacturers of Toilet Arti- 
cles sailed recently with Mrs. Kennedy and their son 
Nielson Kennedy for a tour of about seven weeks in 


Europe. They will go first to France and then 
through Switzerland and into Germany where 
they will witness the Passion Play at Oberam- 
mergau. If time permits, Mr. Kennedy hopes also to 


visit Czecho-Slovakia where he may add some numbers 
to his remarkable collection of modern glassware. Later 
some time will be spent in England where Mr. Kennedy 
will visit Boots Pure Drugs, Ltd., as well as officials 
of the United Drug Co. in London and Mrs. Kennedy 
will have the opportunity of inspecting English kennels 
and attending British dog shows. 

The evening before they sailed, Mr. Kennedy was 
the guest at a testimonial banquet on the Skylight Roof 
of the Waldorf-Astoria Hotel, tendered him by a group 
of his friends in the trade. 


Picture Soap Leases Space 


The Picture Soap Co., Inc., has leased space for 
manufacturing purposes at 159-165 Canal street, New 
York. The company was recently incorporated for the 
manufacture of soaps and cosmetics with a capitaliza- 
tion of $10,000. 
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Ingram to Sail for Europe 


Frederick F. Ingram, Jr., retired president of Frederick 
F. Ingram Co., is leaving this month with his family for 
a four months’ European tour. He will also cover the 
Mediterranean Sea, touching five Continents, including 
stops in Egypt and Palestine. He will spend some time 
at Grasse and Nice, in France, where he was located 
for three years, renewing acquaintance among French 
perfumers there. Mr. Ingram has just recovered from a 
mastoid operation, which threatened to defer his plans 
for the trip. 


Bryant Cosmetic Corp. Takes Shop 


The Bryant Cosmetic Corp. has just entered New 
York’s Fifth avenue cosmetic center, taking a store 
at §03 Fifth avenue, just north of 42nd street. The 
company leased the shop from Walter J. Salmon through 
King & King, brokers. 


Armour & Co. Recapitalized 


The stockholders of Armour & Co., Chicago, at a 
special meeting, July 6, overwhelmingly approved a 
plan for the recapitalization of the company. The vote 
in favor of the plan was 75.1‘ of the shares outstand- 
ing and this number of shares represented about 73% 
of the individual stockholders. 

The action taken by the stockholders will be very 
helpful in solving problems which have confronted the 
company for several years. It removes legal obstacles 
to the payment of such dividends as earnings may 
justify and also makes possible a reduction in the com- 
pany’s depreciation and other charges against the earn- 
ings. 

In a statement for this journal, T. G. Lee, president 
of the company, said: “I am especially pleased that 
the vote was so large. It indicates that the stockholders 
studied the plan carefully and that the vast majority 
of them took enough interest in the matter to send in 
their proxies approving it or to attend the meeting and 
vote in person. Incidentally, the meeting marked the 
largest representation of Armour stockholders of which 
we have any record. I regard the adoption of this plan 
as a most significant turn in the affairs of the company, 
showing as it does a new spirit of co-operation between 
the stockholders and the management. 

“It will be my purpose to encourage a continuation 
of this active interest on the part of the stockholders.” 

Under the plan 572,313 shares of $6 cumulative 
convertible prior preferred stock will be issued. One 
share of this prior preferred stock and two shares of 
new common stock will be exchanged for each share of 
present preferred stock. Each share of prior preferred 
stock will also be convertible at the option of the holder 
into 6 shares of the new common stock. New common 
stock will be exchanged for the present Class A and 
Class B stock at the rate of 1 share of new common 
stock for each share of Class A stock and '% share 
of new common stock for each share of Class B stock. 
Adoption of the plan also enables the company to re- 
duce book values of certain properties and assets by 
approximately $55,350,000, and thereby reduce its de- 
preciation and other charges against earnings by approxi- 
mately $2,150,000 per annum. 
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Luzier is Air Enthusiast 


Thomas L. Luzier, president of Luzier’s, Inc., manu- 
facturers of toilet preparations, Kansas City, Mo., is 
one of the industry’s most enthusiastic users of air 
transportation. For more than three years Mr. Luzier 
has been making practically all of his business trips to 
all parts of the United States by airplane. During this 
time he has used three planes—an original Waco and 
two Bellancas, one of which was originally built for 
Ann Harding, the motion picture star. 

Last year Mr. Luzier travelled practically 60,000 
miles in his own planes, conducting a series of lec- 
tures on the cosmetic service offered by his company. 
This service is now represented by a sales organization 
of 3,500 members and the home office and laboratory 
where the preparations are manufactured employs 120 
people and is directly under the supervision of grad- 
uate chemists and physicians. 


Solvay Plans New Alkali Plant 


The Solvay Process Co., subsidiary of the Allied 
Chemical & Dye Corp., plans construction of a com- 
plete alkali manufacturing unit on river front property 
at Baton Rouge, La. It is expected that the construc- 
tion work will be done by Stone & Webster of New 
York. 

The location at Baton Rouge will permit direct ship- 
ment by ocean vessels as well as by rail to consumers’ 
plants. It is said that Allied Chemical officials have 
long contemplated following the lead of other firms in 
the industry by erecting an alkali unit in the South to 
meet the growing demand from various process indus- 
tries. 

The Solvay Process Co. is one of the largest alkali 
producers in the world and operates plants at Syracuse, 
N. Y., and Detroit, Mich. 


Lesoine in Larger Quarters 


Marcus Lesoine, Inc., has moved into new and larger 
quarters at 575 Sutter street, San Francisco, Cal. Re- 
cent increases in the company’s business made the 
expansion necessary. 
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Aronson Sails for Europe 


Ralph H. Aronson, vice-president of Bourjois, Inc., 
New York and chairman of the toilet preparations in- 
dustry Code Authority, sailed on the Aquitania July 14 
for a visit of five weeks in Europe. Mr. Aronson will 
confer with officials of Bourjois in Paris and attend to 
other business matters as well as secure a well merited 
vacation on this trip. 


Turner Visiting in North 


Edward D. Turner, president of the Peggy Ellis 
Corp., St. Petersburg, Fla., and Mrs. Turner are spend- 
ing two months in the North on a combined vacation 
and business trip. Mr. Turner reports that his com- 
pany is now mnufacturing ten items and is having 
splendid success in selling them throughout the South. 
He is arranging for Northern distribution on this trip. 





Coty Infringer Is Fined 


Charged with selling perfumes in bottles that had 
“Coty” stamped on the bottom, although the contents 
were not Coty products, William Muello, of Boston, 
Mass., was fined $50 and costs in borough court at 
Naugatuck, Conn. He was arrested on the charge of 
violating section 4747 of the general statutes of Con- 
necticut with intent to defraud the public, the com- 
plaint having been made by a representative of Coty, 
Inc. 


Imitator of Houbigant Mark Fined 

The Court of Special Sessions in New York on June 1 
fined Al Hirsch, of New York, $100. He was charged 
with violating the trade mark rights of Houbigant, Inc. 
Mr. Hirsch was selling perfume under the Houbigant 
label in a house-to-house canvass. 


Dividends by National and Tyson 


Stockholders of the National Toilet Co., and Tyson 
& Co., of Paris, Tenn., have voted to declare a 10 per 
cent semi-annual dividend covering operations for the 
first six months of 1934. 
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*Camay” Contest Offers $1,000 Annuity 


The Proctor & Gamble Co., Cincinnati, O., has begun 
the advertisement of a new contest, in which the first 
prize will be an annuity of $1,000 a year for the win- 
ner’s lifetime. The prize will be awarded to the writer 
of the best letter telling ‘““Why ‘Camay’ is the best 
beauty soap for my skin.” 

The grand prize is being advertised as “guaranteed 
to last the winner’s lifetime” in novel newspaper copy 
and radio broadcasts. Besides the major award, there 
will be 500 other prizes aggregating $12,000. Three 
women editors of leading magazines for women will 
serve as judges. 


Armfelt Meets Former Companion 


Count Waldemar Armfelt, recently appointed special 
representative for the Prince Matchabelli Products 
Corp., met a former friend and brother officer in the 
Russian Czar’s White Cavalry while in Seattle, Wash. 
The count was bringing his company’s products to be 
exhibited at I. Magnin’s Seattle store when he. was ac- 
costed by Colonel Jacob Elshin, former regiment com- 
mander for the Czar and now an artist in the Wash- 
ington city. Count Armfelt, until lately an invest- 
ment counsellor for the Chase National Bank, entered 
the perfumery business through the offer of another 
fellow cavalryman, Prince Georges Matchabelli. 


*“Canco” Gives Dawes a Bank 


One of the most interesting features of the elaborate 
display of the American Can Co., New York, at the 
Century of Progress Exposition is the closing machine 
similar to that supplied by the company to can- 
neries throughout the country. This closing machine is 





in actual operation at the Century of Progress and turns 
out miniature banks which are distributed to those who 
visit the ““Canco” display. 

In the photograph K. S. Breckenridge (right) and 
Dr. H. A. Baker (left), vice-presidents of the Ameri- 
can Can Co. are shown presenting Rufus C. Dawes, 
president of the Century of Progress International Expo- 
sition, with the first bank and the 140,531st bank closed 
by this machine. The banks themselves are lithographed 
with a design showing a panorama of the skyline of the 
fair against a silver background. 
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Col. Rorty Heads A. M. A. 


Col. M. C. Rorty was elected president of the Amer- 
ican Management Association at a recent meeting of 
its board of directors held in connection with the 
General Management Conference of the organization 
at the Hotel Pennsylvania, New York. He succeeds 
William J. Graham, vice- 
president of the Equi- 
table Life Assurance So- 
ciety. 

An electrical and me- 
chanical engineer by train- 
ing, Col. Rorty is per- 
haps best known as an 
economist and statistician, 
being a _ past president 
of the National Bureau 
of Economic Research 
and of the American Sta- 
tistical Association. His 
major interest and prac- 
tice have been, however, 
that of an executive and 
business organizer,  in- 
cluding 35 years of service with the J. G. White 
Engineering Corp., the American Telephone & Tele- 
graph Co., the Western Union Telegraph Co., Inter- 
national Telephone & Telegraph Co. and the American 
Founders Corp. His experience has included a great 
variety of executive, engineering, technical, manu- 
facturing and financial assignments in the United States, 
Europe and South America. 





Cot. M. C. Rorty 


Saugne Arrives from Venezuela 


G. P. Saugne, general manager of the Vencolan 
Trading Co. of Caracas, Venezuela, was a New York 
visitor early in July, stopping here on his way to Eu- 
rope where he will spend two months. He sailed on 
the Conte di Savoia July 7 and will return early in 
September by way of New York. 

Mr. Saugne is one of the most active men in the 
toilet preparations and allied lines in Venezuela and 
represents there the Hazel Atlas Glass Co., Wheeling, 
W. Va., Etablissement Gattefossé of Grasse, France and 
Parfumerie Molinard of Paris. 

He reports that here has been material development 
in the manufacture of low-priced toiletries in Vene- 
zuela during the last two years but that for high- 
priced goods American and French brands are much 
preferred. Conditions in Venezuela are rapidly im- 
proving. Economic and political conditions are so 
stable that persons need not fear to operate confidently 
there during the next few years. 


Dandee to Enter Cosmetic Field 


According to present plans, the Dandee Manufac- 
turing Co., Jackson, Miss., will shortly join the field of 
toilet preparations by introducing a line of creams, 
powders and lotions. At the present time its manufac- 
tures include auto polish, furniture oil, castor oil, tur- 
pentine, fly spray, hair dressing and dandruff treat- 
ment. C. E. Mann is president of the organiza- 
tion. 
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Kammers Win Golf Honors 


The Kammer family upheld its high athletic reputa- 
tion at the annual Father and Son Tournament spon- 
sored by the New Jersey State Golf Association on July 
10. Thirty-six teams were entered in the event, and A. F. 
Kammer and his son, Lowrey, won with rounds of 76 
and 81 for a 157 total, 
which was eleven strokes 
better than the second-place 
combination. The Kam- 
mers also had the low net 
card but were ineligible 
for the prize by virtue of 
capturing low gross and 
the title. 

This is the fourth time 
that Mr. Kammer has won 
this tournament, a record 
for the event. Three times 
he captured first honors 
with his elder son Fred 
Kammer as a partner, and 
this year won again with 
his younger son Lowrey. Incidentally, the score of 76 
for the first round was the only better-than-80 score 
posted during the day. 

Mr. Kammer hardly needs any introduction to our 
readers. He has for many years been New York man- 
ager of Carr-Lowrey Glass Co., Baltimore. 





A. F. KAMMER 


To Perfume Florida Building at Fair 


Architects and engineers working on the Florida 
building at the Chicago World’s Fair have developed a 
method whereby the odor of orange blossoms can be 
made to permeate every nook and corner not only of 
Florida Hall but of the “Exotic Garden” as well, and 
at small cost, according to E. W. Brown, of De Land, 
Fla., general manager of the exhibits to be made by 
that state at Chicago. 

“When we planned the 1933 exhibit,” said Mr. 
Brown, “we had in mind sending the odor of orange 
blossoms through Florida Hall for the benefit and de- 
light of visitors, but found that because of the drafts 
through the many open doors, it was impracticable be- 
cause of the prohibitive cost. This year with the drafts 
cut off by the glass roof which is being erected over 
the greatly enlarged ‘Exotic Garden,’ and with greatly 
simplified machinery for distributing perfume sprays, 
we can carry out our original idea at very small cost.” 


New Merle Norman Cosmetic Studio 


The Merle Norman Cosmetic Studio has opened a 
branch at 2747 Broadway, Long Beach, Cal., under the 
direction of Hazel E. Blair. This company has been 
successful in its method of merchandising through per- 
sonal studio demonstrations. 


Pasquier Takes New Quarters 


Michel Pasquier, perfumes, has leased the third floor 
and additional parlor space at 63 West 46th street, 
New York. The lease was arranged through Butler 
& Baldwin, Inc., brokers. 
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Adde Increases Factory Space 


Adde, Inc., Baltimore, Md., is increasing its present 
factory facilities in order to provide for the addition 
of several new items to its line of toilet preparations. 
The planned expansion will give the company 14,000 
square feet of floor space. 


Nasco Soap in St. Louis 


The Nasco Soap Products Co., Emeryville, Cal., has 
opened offices in St. Louis, Mo., at 409 South Seventh 
street. A. H. Moody is in charge. The company manu- 
factures “Miracle” soap, which is sold by house-to-house 
canvass. 


de Hoyos Back from Latin America 


Luis de Hoyos, manager and secretary of the Synfleur 
Scientific Laboratories, Inc., Monticello, N. Y., recently 
returned from a trip to South and Central America 
where he visited representatives and branches of his 
company. Mr. de Hoyos is a Spaniard by birth but has 
been an American citizen for many years. He is a U. S. 
veteran of the World War and last year was Vice- 
Commander of the American Legion of the State of 
New York. Mr. de Hoyos stated that he found business 
very satisfactory on his trip and that there is a general 
trend in these countries for American made goods. 


Golfers Visit Foragers Outing 


As guests of George A. Stevens of Groville Sales Co., 
three trade golfers, F. W. Webster and W. E. Klaas of 
Chase Brass & Copper Co., and J. E. Valentine of the 
Oxzyn Co., visited the outing of the Foragers. at Long 
Branch, June 30. They motored over from Mr. Stev- 





Mr. WessTER, Mr. VALENTINE AND Mr. KLaas 


ens’s New Jersey home to see the Foragers arrive at 
Green Gables, then hurried back for nine holes of golf 
in the morning. Returning for dinner at Green Gables, 
they consented to pose for the editorial camera and then 
rushed away for eighteen holes more of golf in the 
afternoon. Their host, with characteristic modesty, 
could not be induced to join the group in the picture. 
We had to decline a cordial invitation to join them in 
the afternoon round in order to take a few pictures of 
the Foragers, and, if they play as good a game as they 
talk, it is probably just as well. 
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Toilet Goods Advertising Increases 


Improved conditions in the drug and toilet goods in- 
dustries since the beginning of 1934 are reflected in 
increased expenditures for advertising, declared C. C. 
Concannon, chief of the Chemical Division, Department 
of Commerce, in a recent address before the Maryland 
Pharmaceutical Association. In the first four months 
of the year advertisers of drugs and toiletries spent 
$12,525,000 in radio and magazine advertising, com- 
pared with $10,867,000 in the like period of 1933, ac- 
cording to National Advertising Records. In 1934, 37 
per cent of the total expenditure was for radio and 
63 per cent for magazines, while a year ago the per- 
centages were 24 and 76, respectively. 

Mr. Concannon pointed out that the drug and toilet 
goods industry is the largest single purchaser of magazine 
space and broadcasting time. For the first four months 
of 1934 this industry accounted for 31 per cent of all 
radio advertising and 22 per cent of magazine space, 
compared with 24 and 26 per cent, respectively, for the 
same period of 1933. One company alone, advertising 
a nationally known toilet requisite, purchased a total 
of more than $750,000 worth of magazine space and 
radio advertising. 

Private surveys indicate that production and sales 
of drugs and toiletries during the first four months of 
the year were considerably above the corresponding 
period of 1933. Foreign trade, both imports and ex- 
ports, is also well ahead of last year. Exports were up 
from 15 to 20 per cent and imports, chiefly raw mate- 
rials, advanced by $475,000 to a total of $636,000 for 
the first three months of 1934, compared with the first 
quarter of last year. 


Chiris Comments on Raw Material Bill 


Leon A. Chiris, managing director of Etablissements 
Antoine Chiris, Paris and Grasse, is the author of a very 
interesting article appearing in a recent issue of Journal 
du Commerce of Paris. The subject of the article is 
the bill which recently passed the French Chamber of 
Deputies which would place severe restrictions and regu- 
lations upon the perfume raw material industry. 

Under this law, if it should pass the Senate, it would 
be necessary for each producer of floral products to file 
a statement showing the amount of flowers utilized and 
the amount of products manufactured therefrom, as well 
as declarations as to the character and quality of the 
products made. 

The proponents of the law seem to believe that the 
crisis in the perfume materials industry in Grasse is due 
almost entirely to a relaxation on the part of raw 
material houses in the quality of their products. Mr. 
Chiris points out that the growth of the synthetic 
organic industry has really played a very small part in 
the difficulties which are being faced by the Grasse 
houses, and states that the new law would have a disas- 
trous effect by encouraging the production of floral 
products in other parts of the world, especially in the 
Mediterranean Basin, and might result in the destruction 
of the industry in Southern France, where 5,000 workers 
in the plants and factories, and 300,000 farmers would 
be affected. He urges that the Senate, which will soon 
consider this bill, defeat it by a large majority. 
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Five New Cosmetic Plants in Seattle 


Preparing to cash in on the beauty business of this 
country are several new manufacturers of various cos- 
metic and toilet preparations who have chosen the state 
of Washington and its field of new and growing re- 
gional business as a locale for their operations. 

Five new manufacturers in such lines are included 
in the resumé of the year 1933 as set forth by Clancy 
Lewis, manager of the Manufacturers’ Association of 
Washington. The five new plants were established in 
Seattle during the past year, and are embodied in the 
total of 60 new factories of a diversified line of products 
setting up manufacture in the Pacific Northwest state 
during the year. The new toilet preparations firms 
include McIlroy & Co., established at 2230 First ave- 
nue, West, where a line of cosmetics is being turned 
out; the Duzit Laboratories, at 400 Shafer building, 
with its specialized styptic lotions and deodorants; 
Beaudin’s, which has taken headquarters for manufac- 
turing purposes on the second floor of the Savoy hotel, 
turning out distinctive toilet preparations; the Kismet 
Cosmetic Co., at 2127 Western avenue, producing a line 
of cosmetics; and the Maid-o-Kelp Co., located at 116 
Elliott avenue, West, where the new kelp soap is pro- 
duced. 


Dr. Sampson Joins Merck 


Dr. William L. Sampson has joined the research staff 
of Merck & Co., Inc. as a bacteriologist. For the past 
five years he has been associated with Rutgers Uni- 
versity, College of Pharmacy as assistant professor of 
biological sciences where he taught bacteriology, bioassay 
and biochemistry. Dr. Sampson also worked with Dr. 
William Nyiri in teaching clinical pathology and with 
Dr. L. K. Riggs in nutritional research. He is a graduate 
of Lafayette College with the degree of Chemical Engi- 
neer and continued his studies in the biological sciences 
at Rutgers University. 


Killen Joins C. E. Ising 


Arthur H. Killen has joined the C. E. Ising Corp., 
manufacturing chemists, Flushing, N. Y., in the ca- 
pacity of research chemist and secretary of the corpora- 
tion, we are advised by Charles E. Ising, president. 
Mr. Killen, a Yale graduate, has been a teacher of 
chemistry and has done consulting work for the Ising 
organization for a number of years. He will contact 
the trade on research problems. 

A. Michaels, who has represented the company for 
some time, now covers the trade in New Jersey, Brook- 
lyn and the metropolitan area. 


New Pittsburgh Sales Agency 


Herbert H. Krause Sales Agency, Pittsburgh, has 
been appointed to represent Marchand’s Castile soap and 
“Golden Hair Wash” as well as “Dame Nature” lotions 
in the Pittsburgh and Western Pennsylvania territory. 


Joseph Miller Takes Space 


Joseph Miller, cosmetics, has rented a floor at 69 
West 23rd street, New York. The lease was arranged 
through M. & L. Hess, Inc., brokers. 
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U. S. Progressing in Synthetic Perfumes 


American manufacturers continue to make progress 
in the production of artificial flavors and perfumes, a 
large proportion of which is composed of synthetic 
aromatic chemicals, produced from coal tar. At the 
rate progress is now being made it may not be long 
until the United States will be independent of foreign 
sources for these important commodities, according to 
the Bureau of Foreign and Domestic Commerce. 

The downward trend in imports of flavors and per- 
fume materials of coal tar origin, apparent in 1933, is 
continuing in 1934. During the first three months of 
this year imports totalled only 6,454 pounds, valued at 
$13,383, compared with 12,243 pounds, valued at $18,- 
247, for the same period of 1933 and 18,048 pounds, 
valued at $41,220, for the first quarter of 1932, it was 
stated. 

During the calendar year 1932 a total of 67,469 
pounds were imported; imports declined to 46,000 
pounds for 1933. Domestic production of artificial 
flavor and perfume materials in 1932 totalled 2,300,000 
pounds, valued at more than $2,625,000, indicating that 
less than 3 per cent of our needs were obtained abroad. 
New Jersey and New York produce the bulk of our 
aromatic chemicals, but plants are located in Illinois, 
Maryland, Michigan, Missouri and Wisconsin. 

Prior to 1914 the large bulk of our synthetic flavors 
and perfumes were obtained abroad, chiefly from Ger- 
many. A large part of our present small import still 
originates in that country. 


Weiss Back from South America 


Dr. William E. Weiss, chairman of the board of 
Sterling Products, Inc., Wheeling, W. Va., has re- 
turned to the United States from a long South Amer- 
ican trip. He is extremely optimistic regarding pros- 
pects for improved relations with South American 
countries and for extension of the drug and _ toilet 
goods business of United States exporters in that mar- 
ket. Better political feeling and a more satisfactory 
tariff policy, he believes, will bring products of this 
class made in the United States rapidly to the forefront 
of South American trade. 


Blazer a New York Visitor 


Philip L. Blazer, president of Marcelle Laboratories 
(C. W. Beggs Sons & Co.), Chicago, Ill., has returned 
to his office after a two-week visit to New York. Last 
month Mr. Blazer personally supervised the exhibit of 
his company’s line of cosmetics at the technical exposi- 
tion held in connection with the American Medical Asso- 
ciation convention in Cleveland, O. 


Jergens Broadens Advertising Work 


Andrew Jergens Co., Cincinnati, after using radio 
exclusively for several years in advertising ‘Wood- 
bury’s Facial Soap,” has broadened its campaign to in- 
clude newspapers as media. Contracts with leading 
newspapers have already been signed calling for the use 
of extensive space. 
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Organize Miller-Kelly Company 


The Miller-Kelly Chemical Co. has been organized in 
Tulsa, Okla., by Dr. J. L. Kelly, formerly associated 
with the cosmetic end of the motion picture industry. 
The company will manufacture cosmetics, its principal 
item being a new depilatory. Associated with Dr. Kelly 
is Claude Miller, of Tulsa. Offices and laboratories will 
be located in the Commercial building. 


Old Glassware in Glass Block Building 


One of the interesting new attractions in the famous 
Glass Block building of the Owens-Illinois Glass Co., 
Toledo, at the Century of Progress this year is an ex- 
hibit of unusual and beautiful glass containers. This 
display includes glassware made by the Egyptians 2,000 
B. C. and the finest examples of glassware of all ages, 
selected from the famous collection of the Toledo Mu- 
seum of Art. 

The whole interior of the building, which attracted 
millions of visitors last year, has been re-arranged to 
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accommodate new exhibits along with some of those 
carried over from last year and the lighting has been 
greatly improved. 

Thousands of visitors have already attracted to the 
displays by the unusual character of the Glass Block 
building, and the many interesting features shown with- 
in it have added materially to the reputation of the 
American glassware industry. The illustration shows a 
few of the interesting features of the exhibit of ancient 
and modern glassware. 


London Perfume House Burglarized 


Burglars have raided the London premises of Morny, 
Ltd., the perfumery firm, no fewer than four times in 
five weeks. The Morny establishment consists of two 
separate buildings, the retail department and show rooms 
in Regent street and the domestic wholesale department 
and offices in New Burlington street—almost adjoining. 
The raids have been equally divided between the two. 
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Sagamor in Larger Quarters 


Sagamor Metal Goods Corp., is now located at its 
new and more convenient quarters at 43-01 22nd street, 
Long Island City, N. Y. The plant is located in a 
modern sunshine building, a block square in size. 

Since its organization back in 1926, by Simon Mor- 
rison, president, and George Gussoff, secretary and treas- 
urer, the company had been located at 318 East 32nd 
street, New York City. However, the rapid growth, 
and development of its sales has made it necessary for 
the organization to seek larger quarters. 

The entire manufacturing, designing department, 
and tool department is located on one floor occupying 
many thousands of square feet of space, and the upper 
floor is reserved for offices and show-rooms. The new 
ofces and show-rooms are very pleasantly and con- 
veniently arranged. 

The company started in small quarters at the East 
32nd street address, but from year to year its increase 
in operations, necessitated the taking of additional space 
in that building so that for the last few years, it was 
operating with three floors, at the old address with a 
total space of thirty thousand square feet. This space 
has been materially increased by the move to Long 
Island City. 

With the vast amount of new machinery, and equip- 
ment added for the production of the various items of 
manufacture, comprising a complete line of vanity 
cases, lipstick containers, and metal novelties, it will be 
one of the most modern and efficient plants in operation 
in the East. ree 

Mr. Gussoff advises that with the increased efficiency 
of the plant, through the addition of this equipment, 
and the larger quarters, the company will be able to 
give its customers even better service than in the past. 
He has also advised that it is enjoying an unusual 
amount of business, and have enough orders on hand 
already to keep the plant busy until November. Ac- 
cording to Mr. Gussoff, additions have been made to the 
designing staff, and the company is now busy working 
on models which are being prepared for the Fall and 
Spring business. 


Counterfeiter Gets Jail Term 


Lee Covy of New York was found guilty in Special 
Sessions Court on June 29th of counterfeiting the trade 
mark “Egyptian Strawberry Plastic Cream” owned by 
the Sakele Perfume Co., 509 Fifth avenue, New York. 
The company claimed that Covy had sold seventy-five to 
one hundred jars of cream bearing the counterfeit labels. 

He was given a fine of $250 with the alternative of 
sixty days in the city jail and put under probation until 
July 15th to raise the money. Covy failed to pay the 
fine and was accordingly remanded to the work house 
for sixty days. 


Swinton Sails for Europe 


R. S. Swinton, chief chemist for W. J. Bush & Co., 
Inc., New York, accompanied by Mrs. Swinton, sailed 
on the Franconia June 30 for a vacation trip abroad. 
While in England Dr. Swinton will confer with officials 
of the London office. 
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United Drug’s Financial Report 


The balance sheet of the United Drug Co., Boston, 
as of March 31, shows current assets of $31,270,319 
and current liabilities of $4,884,805, making net work- 
ing capital of $26,385,514, compared with $24,260,019 
on Dec. 31, 1933. Because of purchase of assets of the 
Liggett Co. in the intervening period, cash declined from 
$12,415,248 to $7,563,570, but, largely on the same 
account, inventories increased from $9,397,164 to $17,- 
338,459. Accounts payable also increased from $2,- 
290,775 to $4,069,018. Fixed assets showed virtually 
no change. With the acquisition early this year of the 
Louis K. Liggett Co. and Liggetts Drug Stores, Inc. 
(which formerly operated most Liggett units in Illinois) 
and the Owl Drug Co. last Fall, United Drug is now 
re-established on the basis prevailing before rental diffi- 
culties precipitated receivership of the three retail sub- 
sidiaries. The company is now operating 549 stores 
in this country and 43 in Canada. It has more than 
10,000 retail agency accounts, including 1,800 in Great 
Britain. 


P. & G. Raises Employee Stock Rate 


Procter & Gamble Co., Cincinnati, has increased the 
profit sharing dividend rate on stock purchased by its 
employees from a flat rate of 8 per cent to a sliding 
scale of from 5 to 15 per cent, according to the length 
of service. Employees who have been receiving the 8 
per cent rate will not be reduced, regardless of length 
of service, but if they have been in the company’s em- 
ploy for more than six years they will automatically 
benefit by the increased rate, the company states. 

For the quarter ended March 31 the company and its 
subsidiaries have reported a net profit of $4,031,841, 
after interest, depreciation, Federal taxes and other 
charges. This is equivalent after dividend requirements 
on the 8 per cent and 5 per cent preferred stocks to 
59 cents a share on 6,410,000 no par common shares, 
and compares with a net of $2,723,677, or 39 cents a 
share, in the preceding quarter, and $2,451,052, or 34 
cents a share, in the same quarter a year ago. 


Tome Back from Western Trip 


Charles A. Tome, vice-president of Bond Manufac- 
turing Corp., Wilmington, Del., has returned from a 
business trip through the Middle West. While there 
he spent much of his time with George A. Knight, Chi- 
cago representative for his company, who is critically 
ill with pneumonia in a Chicago hospital. 

The company advises us of several new products 
which are now being packed in tubes. Among them are 
a chicken delouser, bud salve and balm for plants, and 
aphis spray for insects on plants, and maple syrup. 


du Pont Moves Atlanta Warehouse 


The Atlanta, Ga., warehouse and store of E. I. du 
Pont de Nemours & Co. have been transferred from 
Peachtree street to 376 Spring street. Larger quarters 
have been taken at the new address due to the growth 
of the company’s business in the Atlanta district. The 
regional offices are at 818 Volunteer building, Atlanta. 
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George Vernon Sheffield 


George Vernon Sheffield, senior vice-president and 
treasurer of Innis, Speiden & Co., New York, died of 
pneumonia July 19 at Old Orchard, Me., where he had 
been on a vacation trip. He was 78 years old. 

Mr. Sheffield was a son of the Rev. John Oxey Shef- 
field, a minister of the 
Dutch Reformed Church. 
Members of his family 
formed the original Shef- 
field Farms Co., and Mr. 
Sheffield was a director of 
one of its subsidiaries, the 
Sheffield Byproducts Co. at 
the time the organization 
was taken over by the Na- 
tional Dairy Products 
Corp. 

After his graduation 
from Lafayette College, 
Mr. Sheffield joined Innis, 
Speiden & Co. in 1878 and 
was associated with that 
firm since that time. He 
was treasurer of the Isco 
Chemical Co., Niagara Falls, N. Y., and was formerly 
president of the First National Bank of Pompton Lakes. 

Services were held from his home in Pompton Lakes, 
N. J., on July 21. He leaves his widow, Mrs. Ella 
Purdy Shefheld; a daughter, Miss Dorothy Shefheld, and 
a son, John Bradley Sheffield. 


MacDonald Gets Vanilla Account 


George R. MacDonald of Boston has been appointed 
representative in the New England States for Zink & 
Triest, Inc., Philadelphia, importer of vanilla beans. Mr. 
MacDonald will continue to represent Ungerer & Co., 
in that territory as he has for many years past. He has 
had wide contact with the trade in New England and 
his many friends will be pleased to learn of this addition 
to the lines of products which he offers. 


THE LATE 


GEORGE V. SHEFFIELD 


Armstrong on Vacation 


A. D. Armstrong, secretary of Fritzsche Brothers, 
Inc., New York, left recently for a month’s vacation in 
Northern New York, Vermont and New Hampshire. 
Mr. Armstrong will go where the golf courses are the 
toughest and the trout fishing the best but, like all wise 
vacationists, he made no definite plans. 


Rossville Offices Moved 


Rossville Commercial Alcohol Corp., New York, has 
advised us that its executive ofhces, formerly located at 
122 East 42nd street, have been moved to larger and 
more convenient quarters in the New York Central 
office building at 230 Park avenue. 


Rigaud Joins French Chamber 


Etablissements Rigaud, Inc., New York, manufac- 
turer of perfumes and toilet preparations, was elected 
an associate member of the French Chamber of Com- 
merce in the United States at a recent meeting of the 
board of directors of the organization. 
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Lever Bros. Washington Representative 


F. H. Oxford, until recently with the San Francisco, 
Cal., office of Lever Bros., has been appointed repre- 
sentative of that company for the state of Washington. 
He will make his headquarters at the company’s branch 
office in Seattle. 


Rubinstein ‘“‘Complexion Analyzer” 


A new device for scientific analysis of complexions, 
known as the “Derma-Lens,” has been designed by 
Helena Rubinstein, Inc., New York, and is being used 
in various department stores by representatives of the 
company to determine the exact beauty treatment re- 
quired by women. As may be seen in the accompany- 
ing photograph, the operator looks through the appa- 
ratus at the subject, seated at the right. Movable lights 
inside the ““Derma-Lens” make it possible to focus atten- 
tion on special skin areas. 

The apparatus is said to gauge the exact texture and 
condition of the skin, and enables the operator to peer 
critically into the skin where flaws develop and advise 
women accurately as to the exact corrective home beauty 
care the individual complexion requires. It is claimed 
that the “Derma-Lens” reveals the true flesh tone of 
the skin and thus provides the basis for the selection of 
perfectly harmonizing cosmetics. 

Seattle, chosen by many national cosmetic and per- 
fumery organizations as one of the most promising sales 
centers, has been selected for the latest Helena Rubin- 
stein salon. The new beauty establishment just opened 
at 1315 Fifth avenue, by Mme. Rubinstein personally, 
links the Puget Sound parlor with Paris, London and 
New York. Mme. Rubinstein came directly to Seattle 
from an extended European tour and visit to. Holly- 





wood. Staffed by her personally trained assistants, the 
Seattle beauty center along exclusive Fifth avenue fea- 
tures creams, lotions and powders as well as a complete 


salon service. Her personal visit and appearance drew 
many Seattle women to the new beauty shop. 


Buslee Takes Motor Vacation 


John Buslee, of Neumann-Buslee & Wolfe, Inc., 
Chicago, accompanied by Mrs. Buslee and their two 
children, J. Oliver and Janice, enjoyed an ex- 
tended four week’s automobile tour beginning late in 
June which included visits to places of interest in Wash- 
ington, Atlantic City, New York, and eastern Canada. 
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Imports of Perfume Materials Increase 


Imports of perfume materials into the United States 
during 1932 and 1933 are shown in the accompanying 
table compiled by the Department of Commerce. As 
will be noted the declared value was up for a number 
of the classes contained under this heading. 


1932 1933 
Quanity Value Quanity Value 
(Pounds) (Pounds) 
Enfleurage greases 334 559 537 1,314 
Floral essences and con- 
cretes 5,963 313,118 5,805 375,726 
Ambergris 13 2,402 8 763 


Anethol, citral, geraniol, 
heliotropin (except 
from coal-tar), ionone, 
rhodinol, safrol,  ter- 


pineol 297,604 41,808 309,941 37,678 
Castoreum (0z.) ‘ 224 243 
Civet (0z.) 5,882 9,145 4,539 6,541 
Musk in grain or pods 71 9,800 264 35,612 
All natural or synthetic 

odoriferous or aromatic 

chemicals, n. s. p. f. 110,780 154,822 70,110 123,597 
All mixtures containing 

essential or distilled oils, 

or natural or synthetic 

odoriferous or aromatic 

substances ; 56,252 242,988 64,024 419,227 

Total . $774,642 $1,000,701 


Move Entire Perfume Factory 


An entire factory has just been moved from Birming- 
ham to London by .the Great Western Railroad with 
practically no interference with the business of pro- 
duction. 

The move started on Monday, when the office equip- 
ment of the County Perfumery Co., Ltd., Birmingham, 
was taken by train to London. When business began 
on Thursday the office staff was ready to carry on in 
London. The following week-end the factory equip- 
ment was moved, and the week-end after that the heavy 
machinery and the remainder of the factory was taken. 
By the end of the second week the whole factory was in- 
stalled and working in London. Just over 1,000 tons 
of stock and equipment had to be transported. 

This is claimed to be the first time in commercial 
annals that an entire factory has been moved by rail- 
road. 


Perfume Bottle Sold for $585 


A Stiegel amethyst diamond daisy perfume bottle, 
measuring five inches in height, was purchased for $585 
at the American Art Association Anderson Galleries, 
Inc., New York, at the recent auction of American glass 
from the collection of William Mitchell Van Winkle, 
of Rye, N. Y. The purchaser was said to be an agent. 


London Has Few Soap Students 


According to the report of the City and Guilds of 
London Institute for the past year, in the Department 
of Technology it is stated that only three candidates 
entered for the examination on the subject of soap 
manufacture, of which two gained second-class passes 


and the other failed. 
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Colorimetric Determination of Glycerine 


The method is based upon the detection of aldehydes 
by the Schiff reaction. Five gm. soap are dissolved in 
water on the water bath and decomposed with 20 cc. 
of 30% phosphoric acid. The fatty acids are precipi- 
tated and filtered off and the filtrate is filled up with 
the wash waters to 100 cc. To 5 cc. of this solution 
are first added 2 cc. of 3% permanganate solution and, 
after ten minutes, 1 cc. of 10% oxalic acid and finally 
1 cc. sulfuric acid. Furthermore, when the solution 
appears to be clear and colorless, 5 cc. Schiff reagent 
are added. After 15 minutes the color is compared 
with that of the standard types. In the presence of 
glycerine a violet red coloration is obtained. When 
more than 2% glycerine is present, there appears with 
the aid of KMn0, a strong precipitate of manganese 
dioxide.—Allgemeine Ocl- und Fett-Zeitung. 


Soap Preservatives 


British Patent No. 378,818; Goodyear Tire and Rub- 
ber Co., Ohio, U. S. A.; Soaps are preserved from ageing 
by the addition of compounds of any straight chain 
hydrocarbon radicals, and in which the benzene groups 
may be substituted or not. The compounds may be 
prepared by the interaction of a ketone and a phenol. 
In examples the preparation of compounds from acetone 
and phenol, and from acetone and cresol, are described. 
Other suitable ketones are diethyl ketone, and mixed 
ketones containing ethyl, methyl, propyl or other 
straight chain hydrocarbon groups attached to the 
ketonic group. 

Other phenols specified are pyrogallol, resorcinol, 
xylenol and any amidophenols other than para amino 
phenol. The use of the above compounds with light 
colored articles does not cause any darkening with age, 
and no special precautions have to be taken in handling 
the compounds as they are substantially non-toxic. 


(Soap Trade Review.) 


Sees Use of Perfumed Balsa Wood 


According to a dispatch in a recent issue of the 
United States News, perfumed balsa wood, scented to 
suit the taste and colored according to the flower con- 
tributing the odor, may become an important toilet ac- 
cessory. The dispatch states: 

“Dr. H. P. Brown, of the New York State College of 
Forestry, says that balsa is one of the lightest, spongiest 
woods known, and small pieces colored in lavender, 
green, rose, carnation and neatly wrapped in trans- 
parent cellulose with an artistically colored band around 
the center make attractive dispensers of perfume. The 
wood serves as a sponge to hold the perfume and will 
retain it for a long time.” 


Antarctic Whaling Industry Endangered 


Approximately 42,000 whales have been caught in 
the Antarctic by Norwegian whaling vessels during a 
single Summer, according to an estimate of R. A. Falla, 
of the Auckland, N. Z., Museum. At that rate, says 
Mr. Falla, it will not be long before whales in Southern 
Polar waters are exterminated. 
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Dr. David Wesson 


Dr. David Wesson, pioneer in the cottonseed oil in- 
dustry, died at his home in Montclair, N. J., recently at 
the age of 73. ~ Dr. Wesson had retired a few years 
ago, but continued to act as a consultant for the South- 
ern Cotton Oil Co. and other prominent organizations 
in that industry until the time of his death. 

He was born in Brooklyn, and after attending the 
Brooklyn Polytechnic Institute, was graduated from 
the Massachusetts Institute of Technology in 1883. His 
first industrial connection was with the N. K. Fair- 
banks Co., Chicago, as a chemist. He later became 
president of the American Cotton Oil Co., New York. 

He was a member of numerous scientific societies and 
also of the Sons of the American Revolution, the Chem- 
ists Club, of New York, the Cosmos Club, of Washing- 
ton, and the Montclair Athletic Club. He leaves a 
widow and four children: Mrs. Mary Francis, of 
Oradell, N. J.; Mrs. Elizabeth Beatty, of Media, Pa.; 
David Moore Wesson, of Paris, France, and Harry 
Burbank Wesson, of Tampa, Fla. 


Dr. I. V. Stanley Stanislaus 


Dr. I. V. Stanley Stanislaus, consulting chemist for 
the Vick Chemical Co. and a number of cosmetic houses, 
died suddenly June 1 at the age of sixty-six. He was 
dining at a restaurant in New York when he was seized 
with a fatal heart attack. Dr. Stanislaus was a pro- 
fessor of medicine at the Brooklyn College of Pharmacy. 


Dr. Herbert C. Kassner 


Dr. Herbert Carl Kassner, Associate Professor of 
Analytical Chemistry at the College of Pharmacy of 
Columbia University, and a consultant in pharmaceu- 
tical chemistry, died of pneumonia recently at his home 
in Stewart Manor, L. I. He had been ill for two weeks. 
Dr. Kassner, who was thirty-five years old, was grad- 
uated from the College of Pharmacy of Columbia Uni- 
versity in 1920. In 1924 he was employed as a research 
chemist for E. R. Squibb & Sons, and in the same year 
became assistant professor of chemistry at the Albany 
College of Pharmacy. Later he became associated with 
Columbia. 

He leaves his widow, the former Miss Elsie Wood- 
ward; his parents, Mr. and Mrs. Arno C. Kassner, of 
Jamaica, L. I.; a brother, Arno W. C. Kassner, of 
Jamaica; and a sister, Mrs. Mildred Kassner Joseph, of 


St. Albans, L. I. 


Charles M. Bruff 


Charles Milton Bruff, former president of the Iliff- 
Bruff Chemical Co., Hoopeston, Ill., died suddenly in 
that city on June 27 in his thirty-sixth year. Mr. Bruff 
became affiliated with his father, the late Charles M. 
Bruff, and the late Ellsworth Iliff in the Iliff-Bruff 
Chemical Co. in 1916. After returning from service 
in France with the 68th U. S. Heavy Artillery, he was 
elected treasurer of the firm. He succeeded Mr. Iliff 
as its president in 1928, continuing in that position 
until 1933. 

Mr. Bruff was active in civic affairs and had served 
as a member of the local city council for eight years. 
He leaves his widow and three sisters. 
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Mrs. Edward Allen Olds 


Mrs. Edward Allen Olds, widow of Edward A. Olds, 
founder of the Packer Manufacturing Co., New York, 
died at her home in that city on June 15 in her eighty- 
second year. She leaves two sons, E. Allen Olds, 
president of the Packer company, and George S. 
Olds, vice-president and treasurer, and one daughter, 
Mrs. John Crothwaite, Jr. 


Otto P. Meyer 


Otto P. Meyer, vice-president of the Meyer Brothers’ 
Drug Co., wholesale druggists at St. Louis, Mo., died of 
pneumonia at Port Huron, Mich., on June 20. He had 
been in ill health for several years. 

Born 64 years ago in St. Louis, Mr. Meyer was the 
son of the late C. F. G. Meyer, founder of the drug 
company. He was graduated from Smith Academy and 
the University of Michigan and spent his entire busi- 
ness career with the concern which his father had or- 
ganized. He leaves his wife, two daughters, one sister, 
and two brothers, Carl F. G. Meyer and A. C. Meyer, 
respectively president and second vice-president of the 
company. 


Mrs. Charles P. Sakin 


It is with regret that we record the death of 
Mrs. Harriett W. Sakin, wife of Charles P. Sakin, 
president of Chatham Cosmetics & Drugs Inc., New 
York, who passed away suddenly at her home in that 
city late in May. Funeral services were held May 27 at 
Campbell’s Funeral Parlor, New York. 


Chile Requires Cosmetic Registration 


New regulations governing the registration, importa- 
tion, manufacture, and sale of pharmaceutical special- 
ties in Chile were established by a Chilean decree (no. 
30) of January 19, 1934, effective on publication in the 
“Diario Oficial” on March 26, and reported by Com- 
mercial Attaché Merwin L. Bohn, Santiago. 

The regulations, which were issued under the provi- 
sions of the Sanitary Code of May 15, 1931, require 
registration with the Chilean Director General of 
Health of all pharmaceutical specialties (including pat- 
ent medicines, cosmetics, dentifrices, disinfectants, dyes, 
and insecticides) before their importation and sale will 
be permitted. 

Applications for registration and license should be 
made on prescribed forms to the Director General of 
Health and should be accompanied by: Revenue stamps 
in the proper amount, a notarized affidavit certifying 
to the status of the applicant, a certificate showing un- 
restricted sale of the product in the country of origin, 
samples of descriptive matter to accompany the product 
at the time of sale, and at least three samples of the 
preparation as well as samples of any ingredient which 
may be required to verify the formula. 

A fee of 50 pesos is charged for analysis of each phar- 
maceutical specialty and in addition a further fee of 50 
pesos for the registration of an imported specialty and 
25 pesos for a domestic product.—(Department of 
Commerce.) 
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Chicago Trade Notes 


HE Golf Auxiliary of the Chicago Perfumery Soap 

and Extract Association and the Chicago Drug & 
Chemical Association is holding its next tournament on 
July 17 at the Bob-O-Link Country Club and from 
the way the reservations poured in, it is assured that a 
banner crowd is attending. The August event is sched- 
uled to take place August 12 at Olympia Fields Country 
Club. The September Tournament course has not been 
selected but Chairmen Elmer Smith and Harold Lan- 
caster announce that they are planning on having some 
special features for the September event which closes 
the season. 


Swift Exhibit Attracts Throng 


Swift & Co. report that their daily attendance of 
visitors to Swift Bridge at the Century of Progress has 
increased from 67% to 76% of the gate admissions to 
the Fair Grounds. The Chicago Symphony Orchestra 
under the conductorship of Edward Stock, has been re- 
tained to give afternoon and evening concerts through- 
out July and August, and up to September 22nd. Mr. 
Stock is at present touring Europe and a number of 
leading guest conductors have been invited to direct 
the orchestra until his return. Paul Krueger conductor 
of the Kansas City Philharmonic Symphony will handle 
the baton the week of July 16 while conductors Henry 
Weber, director of music at the University of Chicago 
and Eric DeLamonter, assistant director of the Chicago 
Symphony Orchestra, will direct during the week of 
July 23. Admission to the amphitheatre is free with 
a seating capacity of about 2,200, and considering the 
high esteem in which the Chicago Symphony Orchestra 
is held by music loving people, it is little wonder that 
every seat is occupied at every concert. On the bridge, 
Swift & Co. have arranged a most interesting display 
of their many products. 


Wrisley Plant Again Enlarged 


The Allen B. Wrisley Co., of Chicago has completed 
a second addition to its plant located at 6501 West 65th 
street. This new addition will add approximately 35,000 
square feet to their plant and will be used mostly for 
manufacturing purposes. The original factory was opened 
in the spring of 1928 and since that time have found 
it necessary to add two extra sections of 30,000 and 
35,000 square feet respectively, and the total is now 
over 175,000 used for office and manufacturing pur- 
poses. The company also control a large tract of vacant 
property adjoining the plant to the West, where further 
expansion is possible. 


Fire at Thomsen & Taylor Plant 


Two men were burned to death and a score of others 
injured in an explosion and fire which occurred July 12 
in the plant of the Warfield Chocolate Co., 536 West 
Cermak road. The explosion, it was declared was caused 
by combustion in a cocoa grinder. The concern occupies 
four floors of the Thomsen & Taylor Co. plant, and 
both concerns are closely allied in directorship. With 
the exception of minor smoke damages, no loss was sus- 


tained by Thomsen & Taylor Co. 
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Chicago Trade Vacation Notes 


John Buslee of Neumann-Buslee & Wolfe, Inc., has re- 
turned to Chicago after a month’s trip through the 
East. 

Sam J. Vance of Walter H. Jelly Co., will try his 
luck after the big game fish in Wisconsin. 

Don Clark, vice-president and secretary of the 
Franco-American Hygienic Co., has returned from Re- 
public, Mich., with a brand new lot of fish stories. Mr. 
Clark also reports that while in Republic, he noticed so 
many deer, that he made arrangements for a hunting 
trip during the Fall. 


Groene at Century of Progress 


Henry J. Groene, purchasing agent of Meyer Bros. 
Drug Co. of St. Louis was a visitor to Chicago during 
the latter part of June and spent considerable time 
“doing” the Century of Progress. 


Wilfred E. Hall 
Wilfred E. Hall, president of Arweel Inc., Waukegan, 


was drowned accidently on Lake Geneva, Wis., on June 
23rd. Mr. Hall, was sailing on the lake, when a sudden 
squall arose capsizing the boat in which he and several 
others were sailing. 


Lueders a Chicago Visitor 
F, J. Lueders of George Lueders Co., New York was 
a recent visitor to the Chicago trade. 





New Equipment and Installations 


Under this heading appear descriptions of new equip- 
ment and the installation of machinery by our adver- 


tisers. The claims made and the descriptive matter are 


supplied by them and are not to be considered as an 
endorsement. 


Alsop Engineering Corp., New York.—New Hy- 
Speed Ultra-Fine Disc Filter —‘These new filters give 
unsurpassed brilliancy to perfumes, tonics, lotions, drugs, 
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disinfectants and kindred products. Neat and com- 
pact in design and construction, these filters are pro- 
vided with a wheel, one turn of which enables the 
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operator to open the machine for cleaning or for the 
replacement of discs. 

“From 4 to 100 discs are accommodated by these new 
models, depending upon the quantity and type of liquid 
to be polished and the speed desired. The number of 
discs in the machine may be increased or decreased very 
quickly, making the filter readily adaptable for ful- 
filling requirements of all kinds. The filter is built on 
ball bearing rubber tired wheels, making it easily port- 
able from place to place. The machine may be had in 
aluminum or in silver plated bronze. All wearing parts 
are cast in one piece; there are no crevices for dirt to 
collect. 

“A fully enclosed explosion-proof motor, with a built- 
in gear reduction, is provided. The pump unit has a 
double valve control which enables it to be used for 
plain pumping or for the filtering work. An automatic 
pressure control on the pump eliminates any necessity 
for constantly watching the filter while it is operating. 
Excess pressure is released automatically, insuring 
against any damage to the motor or other parts. A 
protecting strainer on the intake side of the pump is an 
additional safety device, keeping out all foreign particles. 

“In short, this new filter possesses every modern ad- 
vanced feature for the most efficient filtration of 
liquids.” 





Circulars, Price Lists, Etc. 


P. R. Dreyer, Inc., New York.—Price List, June- 
July, 1934.—This is the latest issue of the company’s 
bi-monthly price list and catalogue. It lists the latest 
quotations for the company’s line of essential oils, aro- 
matic chemicals and other materials for perfumers, soap 
makers and extract manufacturers. 


E. L. Patch Co., Boston, Mass.—" Patchwork” .— 
This interesting little magazine contains much of in- 
terest to its readers. An interesting item this month 
recounts the trans-continental automobile trip of Arthur 
Pettengill 25 years ago when only two of the five cars 
entered finished the run. 


Merck & Co., Inc., Rahway, N. J.—Price List, 
July 2, 1934.—This listing brings up to date the com- 
pany’s quotations for its extensive line of industrial 
chemicals. These price lists are issued quarterly by 
the company. 


Magnus, Mabee & Reynard, Inc., New York.— 
Catologue and Price List, July-August, 1934.—The 
company’s line of essential oils, aromatic chemicals, 
compound perfume oils, concentrated essences, oleo- 
resins, flavors, imitation fruit elements and sundry 
items are completely listed in this latest bimonthly 
catalogue, together with current price quotations. 
Among the new items included are the company’s 
“Pineapco Concentrated,” a recently introduced pine- 
apple flavor. 


E. I. du Pont de Nemours & Co., Wilmington, 
Del.—Circular on Aromatics.—Several of the com- 
pany’s aromatic materials are featured, together with a 
business reply card for those who wish samples. 
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Armstrong Cork & Insulation Co., Lancaster, 
Pa.—"Modern Closures for Modern Packages,” June, 
1934.—This house organ contains much of interest to 
those who have packaging problems. Among the toi- 
letries manufacturers whose containers are illustrated in 
this issue are Parke, Davis & Co., Emdee Products and 
Wade Laboratories. 


Owens-Illinois Glass Co., Toledo, O.—Photograph 
of New “White Mineral Oil” Bottle —The well known 
“White Mineral Oil’ of the 
Allied Drug Products Co., 
Chattanooga, Tenn., has 
stepped out in a smart, 
new modern package with 
effective poster type label. 
The handsomely designed 
container with smooth 
flowing lines suggestive of 
contents is the stock ‘Duo- 
Oval’ of Owens-Illinois 
Glass Co., Toledo.” 


Sylvania Industrial 
Corp., New York. — 
Announcement of New 
Sheets of “Sylphrap.”— 
“Two new sheets of ‘Slyph- 
rap,’ known as ‘R. R. Old 
Gold’ and ‘U. V. R.’, have 
recently been developed. 
Both are made in plain and 
moistureproof grades. The 
old gold sheet is fully 
transparent, as is the plain 
white U. V. R. ‘Sylphrap 
R. R. Old Gold’ and 
‘Sylphrap U. V. R.’ were 
developed to retard rancidity and to preserve the color, 
flavor and aroma of various drugs, beverages, food prod- 
ucts, etc., by filtering out the detrimental rays of light, 
visible and invisible. Both sheets are said to make ex- 





cellent bottle wraps because of their transparency.” 


Pfaudler Co., Rochester, N. Y¥.—‘The Glass 
Lining,” June-July, 1934.—This golden anniversary 
number of the company’s house organ celebrates “50 
Years of Glass Lined Steel.” The work of Caspar 
Pfaudler and his associates is interestingly described, and 
many illustrations graphically depict the development 
of the company’s business since 1884. Other articles in 
this issue discuss the dairy products, brewing and dis- 
tilling industries. 


Karl Kiefer Machine Co., Cincinnati, O.— 
“The Cleaning of Glass Containers.”—The cleaning of 
glass containers preparatory to filling them is, of course, 
an operation of extreme importance, and this attractive 
12-page booklet thoroughly describes methods and 
equipment to be used for that purpose. The machines 
illustrated include those for rinsing by cold or hot water, 
those for rinsing and sterilizing, those for rinsing, steril- 
izing and drying, and those for cleaning by compressed 
air. The difference between the rotary rinser, the con- 
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veyor type and the automatic rinser is explained in de- 
tail, with illustrations and complete specifications of 
each. 


Ferdinand Gutmann & Co., Brooklyn, N. Y.— 
“Filma-Seal” Patents——‘Ferdinand Gutmann & Co., 
Brooklyn, N. Y. have announced to the trade that the 
United States Patent Office has granted them the U. S. 
Letters Patent, No. 1,916,977 and No. 1,966,273 which 
fully cover each and every type of ‘Filma-Seal’. This 
seal has had wide acceptance by many nationally known 
concerns for packaging of drugs, pharmaceuticals, house- 
hold remedies, chemicals, cosmetics, perfumes, liquors, 
food products, insecticides, cleaners, etc., etc. They 
claim the seal to be the tightest ever offered and that 
one style, ‘Type J’-—is a complete guard against the 
counterfeiting of ge 


Luxor, Ltd., Riilittiaats New Cream Jar. — This 
attractive new jar has been specially designed for the 
company’s line of creams. 
The jar is by Carr-Lowrey, 
closure by Scovill and in- 
ner seal a “Filma-Seal” by 
Gutmann. 





Import Publications, 
Inc., New York— 
‘American Import 6 Ex- 
port Bulletin.” —We have 
received Volume I, No. 1 
of this interesting little 
magazine which is in- 
tended to supplement the i 
extensive information con- 
tained in the annual Customs House Guide. The first 
issue contains the text of the Reciprocal Tariff Bill, 
statement regarding the hearings before the U. S. Tariff 
Commission, and much other information of interest to 
the importer and exporter. 





ee 


Stokes & Smith Co., Philadelphia, Pa.—"Univer- 
sal Fillers.”—The range of qualities and capabilities of 
the company’s filling machines is described, and examples 
of packages filled by shove Gers are illustrated. 


Alsop a uae seer York.—Catalogue 
of “Hy-Speed” Liquid Handling Equipment.—During 
the past few months several new units have been de- 
veloped by engineers of the company, including an 
automatic vacuum bottle filler, a syphon bottle filler, 
revolving accumulating tables and new ultra-fine disc 
filters. The story of these and other machines is told 
in full in the pages of this catalogue. 


Givaudan Delawanna, Inc., New York.—The 
Giwaudanian,” June, 1934.—In addition to several im- 
portant articles on code news and the progress of the 
Copeland bill and the Maine cosmetic registration act, 
there is an interesting discussion of “Waste Losses” in 
this issue. ‘Changing economic conditions, particu- 
larly in the past year, have forced manufacturers to 
revise production methods in order to lower costs to 
meet new marketing situations,” says Dr. Eric C. Kunz, 
executive vice-president, in a thoughtful editorial. 
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Fritzsche Brothers, Inc., New York.—Price Lisf. 
—In addition to the usual monthly quotations on the 
company’s complete range of essential oils for the per- 
fumery, soap and flavoring extract industries, this July 
list includes an insert containing prices for the com- 
pany’s line of liquor flavors for the preparation of cor- 
dials, bitters, wines and spiritous liquors of all kinds. 


Neumann-Buslee & Wolfe, Chicago, Ill.—W hole- 
sale Price List for July.—This is the company’s regular 
price list to which is attached an announcement that, 
in accordance with the National Recovery Program, the 
company will operate on a five-day week in the future, 
closing on Saturdays. 





Book Reviews 


Petroleum Technology 


THE CHEMISTRY OF PETROLEUM DeRrIvaTIvEs. By 
Carleton Ellis; 1153 pages, published by the Chem- 
ical Catalog Co., New York, N. Y. Price $18.00. 


This latest work of Carleton Ellis is an unusually 
thorough and carefully written scientific treatise. 

Petroleum, one of the two or three most important 
industrial materials in the world, has fared very badly 
in many otherwise excellent works on organic chem- 
istry. The first chapter of the present volume, on the 
“Chemical Nature of Petroleum and Natural Gas,” 
could advantageously be included in every important 
treatise on organic chemistry. 

Although there are some 1153 pages in this volume, 
it is never verbose, but quite the contrary. For ex- 
ample, one could do a vast amount of reading to find 
the information contained in the following terse sen- 
tences. “No paraffins, other than those in the wax, 
have been identified in the lubricating oil fractions. 
Paraffin wax is produced commercially on a large scale 
by chilling light lubricant fractions of petroleum. The 
commercial product ordinarily melts between 48° and 
62° C. and consists largely of a mixture of hydrocar- 
bons of 23 to 28 carbon atoms per molecule.” And 
again, “The so-called vaseline (petroleum or petroleum 
jelly) which is made by careful filtration of certain 
residual oils through decolorizing earth, possesses the 
colloidal characteristics of a gel. Mabery found that 
the commercial product consisted of heavy oils which 
form the high-boiling portion of Pennsylvania petro- 
leum, hydrocarbons of the series C,H,,,.CyH.»-, and 
C,H,,,-,, together with solid paraffin hydrocarbons.” 

The layman can be pardoned if he does not associate 
crude petroleum with the products of the perfumers’ 
art. Yet highly refined white medicinal oils are used 
in most cold creams. Synthetic alcohol (isopropyl) is 
now produced in a grade suitable for perfumers’ use, 
highly refined petroleum ether is used for the extrac- 
tion of some of the most costly flower perfumes, tertiary 
butyl alcohol, made from petroleum isobutene, is used 
in the manufacture of synthetic musk, diethyl sulfate 
produced incidental to the manufacture of ethyl alcohol 
from oil gas, is an excellent ethylating agent now avail- 
able in quantity, ethylene oxide and ethylene chloro- 
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hydrin are used in the manufacture of synthetic ethyl! 
alcohol, and other normal primary alcohols of value in 
the perfume industry. 

The development of cracking processes, for cracking 
hydrocarbons from ethane, propane and butane to heavy 
high boiling oils, has furnished raw materials for so 
ical syntheses which are already important industrially, 
and the present volume deals with these possibilities 
very largely. The manufacture of the glycols, glycol 
ethers, olefin oxides and related substances form an in- 
teresting chapter. Even acetic acid, one of the old 
familiars of the ancients, is now made commercially 
from acetylene from hydrocarbons. Organic chemists, 
generally, will thank Mr. Ellis for such a comprehensive 
account of the current happenings in this ever widening 
field of hydrocarbon chemistry. 

BENJAMIN T. Brooks. 


A New Formulary 


PHARMACEUTICAL FoRMULAS VoL. II. Edited by G. P 
Forrester, F.C.S., Editor Chemist & Druggist, Lon- 
don. 938 Pages. Published by Chemist & Druggist, 
London. 1934. Price 15s. 9d. 


This book contains a vast amount of data in very 
readable form. Mr. Forrester’s editing of the section on 
cosmetics and perfumes places this book above the par 
for many volumes on cosmetics. The section is not 
comprised merely of repeated formulas, but includes 
comprehensive suggestions and information on the par- 
ticular subject discussed. The section on creams gives 
a birdseye view of the cold cream situation in most of 
the pharmacopoeias of the world, which in itself is a 
very valuable thing. That on vanishing creams gives 
more data than this reviewer has seen in most books. 

Many and helpful suggestions are made by Dr. R. M. 
B. MacKenna, honorary dermatologist to the Liverpool 
Stanley Hospital, on the value of different cosmetics. 
Many formulas and data are reprints of those originally 
published in the Chemist & Druggist by renowned 
writers such as Poucher, Redgrove, Doubleday, Brad- 
ford, Gattefossé, Cerbelaud and others. 

Almost half of the book is devoted to cosmetics and 
perfumes. Other parts of it include formulas for phar- 
maceuticals, photographic materials, adhesives, lacquers, 
pest exterminators, beverages and numerous miscel- 
laneous preparations. 


M. G. pE NAVARRE 


A Druggists’ Directory 


Hayes Drucaists’ DiRECTORY AND COMMERCIAL REF- 
ERENCE Book. 896 Pages. Edward N. Hayes, Pub- 
lisher, Detroit, Mich. 1934. Price $9.00 


In addition to listing 53,316 retail druggists, there 
are included 317 strictly wholesale drug houses, 250 
specialty drug wholesalers and 72 wholesale druggists 
who also do a retail business. The financial standing 
and credit rating of each druggist is given. These 
directories have been issued annually for the past 20 
years, and their reputation for covering the field 
thoroughly and accurately is well known. 
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New Incorporations 


Henri Cortot, Inc., New York, cosmetics; $100,000. 
Filed by W. H. Paynter, Hempstead, L. I. 

Ey Tec Preparations, Inc., New York, eye lash color- 
ings; $20,000. Filed by Jerome A. Jacobs, 140 West 
42nd street, New York. 

Feminease Co., Inc., 635 North Kedzie avenue, Chi- 
cago, Ill., perfumeries, soaps, toilet articles; 100 shares 
par value common stock. Incorporators: Resta Tucker, 
Winifred Sandberg and Florence Stone. 

Francisco, Inc., 109 West LaSalle avenue, South Bend, 
Ind., cosmetics; 1,000 shares no par value capital stock. 
Incorporators: Leala L. Hubbard, Frank A. Hubbard 
and Mary M. Cunningham. 

Grand Soap & Chemical Co., 175 Varick avenue, 
Brooklyn, N. Y. Filed by Albert A. Nudelman. 

Grimbel Products Co., Inc., New York, flavoring ex- 
tracts; $10,000. Filed by J. Dritsas, 82 Wall street, 
New York. 

Parfumerie de Raymond, Inc., New York, cosmetics; 
100 shares no par value stock. Incorporators: Sally 
Chaiken, 658 Hopkinson avenue, Brooklyn, N. Y.; Max 
Getzler, 564 East 4th street, Brooklyn, N. Y.; Syd 
Naitove, 24 Bennett avenue, New York. Filed by 
Cohen & Rosman, 1440 Broadway, New York. 

Storfer Products, Inc., New York, cosmetics; 100 
shares no par value stock. Filed by Milton Gladstone, 
605 Madison avenue, New York. 

Waterproof Beach Compact, Inc., New York, water- 
proof compacts; $5,000. Filed by Alexander A. Lenes, 
551 Fifth avenue, New York. 

Ladenburg, Inc., New York, cosmetics; 200 shares 
of no par value stock. Filed by Charles W. Hann, 60 
Wall street, New York. 

Rahayel Freres, Inc., Brooklyn, N. Y., beauty prod- 
ucts; $50,000. Incorporators: Max Schiffman, 131 
Schermerhorn street; Andrew Lloyd, 57 Clifton street; 
Fanny Gudwin, 1984 East 26th street, all of Brooklyn, 
N. Y. Filed by Edelstein & Levine, 131 Schermerhorn 
street, Brooklyn, N. Y. 

Lustrite Corp., Brooklyn, N. Y., perfumeries, toilet 
articles; $20,000. Filed by Jules Schlossberg, 521 Fifth 
avenue, New York. 

Larkin Soap Co., Inc., Teaneck, N. J., manufacturing 
soap; $10,000. Agent: Frank S. Larkin. 

Melsheimer Laboratories, Inc., 516 Garden street, 
Carlstadt, N. J., cosmetics, medicines and chemicals; 
2,500 shares no par value stock. Incorporators: Robert 
A. Melsheimer, 67 Sunderland avenue, Rutherford, N. 
J.; Louis A. Melsheimer, 8 Raymond avenue, Ruther- 
ford, N. J.; Frances Price McCarthy, 1505 Lefcourt 
Building, Newark, N. J. 

Renna Special Formula Laboratories, Inc., New York, 
beauty products; 150 shares no par value stock. Filed 
by Abraham Shapero, 585 Fifth avenue, New York. 

MA-R. K. O. Cosmetics, Inc., Brooklyn, N. Y., cos- 
metics; $10,000. Filed by Herman C. Pollack, 1450 
Broadway, New York. 





Business Records 
Bankruptcy Proceeding 


Royal Institute of Hair & Beauty Culture, Inc., 1674 
Broadway, New York. Voluntary, listing liabilities at 
$7,132; no assets. 
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T a recent meeting of the directors of Potter & 

Moore Co., Ltd., Montreal, A. Reddington- 
Samuels was appointed general manager of the com- 
pany. He has been interested in the distribution of 
Potter & Moore’s “Mitcham Lavender” toilet beauty 
specialties for some length of time. Prior to coming 
to Canada, he was engaged in the production of these 
original ‘Mitcham Lavender” products in London, 


England. 


Guindon Now With Wampole 


The Henry K. Wampole Co., Perth, Ont., has added 
Mario Guindon, to the Montreal selling staff. He is 
well known in the Montreal retail trade. Mr. Guindon 
is a post-graduate in biochemistry and biology at the 
Pharmacy School of the University of Montreal. His 
territory will be the part of Montreal East of St. Denis 
street, formerly covered by G. Gosselin who has been 
transferred to the territory in Quebec Province outside 
Montreal and extending from that city to Three Rivers. 


Stevenson Heads Retail Druggists 


S. J. Stevenson was elected president of the Ontario 
Retail Druggists’ Association at the annual convention 
held in Windsor. Mr. Stevenson is one of the veterans 
of the profession in Ottawa, Ont. He is past-president 
of the Ottawa Retail Druggists’ Association. 

Some 400 members of the O. R. D. A. were in attend- 
ance at the convention which goes down on record as 
one of the most successful yet held. 

Other officers elected were:—Hon. presidents—A. J. 
Wilkinson, Windsor; and H. W. Shoemaker, Kitchener; 
past-president—W. O. Austin; first vice-president— 
A. E. Hanham, Toronto; second vice-president—Charles 
Dolan, Belleville. Directors were named as follows: 
R. S. Harrison, Ottawa; S. C. A. Lamb, Athens; W. H. 
Karn, Oshawa; R. W. Redman, E. O. Houghton, E. A. 
Legge, W. H. C. Summerfeldt representing the two 
Toronto districts; W. Crossland, Barrie; C. V. Jeffers, 
Orangeville; W. E. Dunlop, Dundas; R. L. Dalton, 
Galt; Cyril P. Smith, North Bay; G. H. Small, St. 
Thomas; A. W. E. Hemphill, Hensall; W. F. Wentover, 
Windsor. 

It was decided that the 1935 convention will be held 
in Ottawa. It was stated at the convention that stabili- 
zation of prices which is necessary for the survival of 
independent druggists facing competition with large 
chain stores is more and more becoming recognized by 
manufacturers as a policy in line with their own in- 
terests. 

Study was given to the problem of apprenticeship, 
merchandising in rural drug stores, the need for more 
efficient retailing and other subjects of prime interest 
to the association. 

Among the prominent manufacturers who were in 
attendance were: T. A. McGillivray, president, McGil- 
livray Bros., and the Yardley Co. of Canada, Toronto; 
John A. Huston, president, John A. Huston & Co. and 
E. R. Squibb & Sons of Canada, Ltd.; John L. Gilmour, 
president, Johnson & Johnson, Ltd., Montreal. 
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Canadian News and Notes 


To Represent Dubarry & Cie. 


Dubarry & Cie., well known perfumers of London, 
England and Paris, France, have appointed Allen and 
Hanburys Co, Ltd., Lindsay, Ont., to be representative 
in Canada handling the company’s well known beauty 
products. The fine perfumes and toilet luxuries, well 
known throughout the world as ‘“Dubarry Products”, 
will be sold in Canada under the trade name of “Dalcrose 
Beauty Products.” W. T. Thorne, managing director 
of Allen & Hanburys Co. believes that they will make 
an admirable addition to his company’s well known 
lines. 

The Dalcrose line includes skin and complexion soap, 
beauty powders and creams, bath crystals and cubes, 
“Old English” lavender and eau de Cologne, shaving 
soap, talcum, shaving lotions and hair preparations. 


Rexall Employees on Picnic 


The Rexall Recreation Club recently held its annual 
picnic at Port Dalhousie, Ontario, where the big outing 
was thoroughly enjoyed. It was one of the best at- 
tended picnics for several years and the weather was 
ideal for the lengthy sports program which was run 
off. On the return trip dancing was enjoyed, music 
being supplied by the Rexall Employes’ Dance Orchestra. 


Mrs. Wilson Honored by Auxiliary 


Mrs. James Wilson, wife of “Big Jim” Wilson, sales 
manager of Frederick Stearns & Co. of Canada, Windsor, 
Ont. was recently elected first vice-president of the 
Ladies’ Auxiliary to the Border Cities Retail Druggists’ 
Association. Mrs. Wilson was also named one of the 
hostesses at the O. R. D. A. Convention held recently 
in Windsor. 


Shaw Back from Western Trip 


Discussing a recent trip through Western Canada, 
J. Marvin Shaw, manager of the Noxzema Co. of Can- 
ada, Toronto, states that the druggists of the West are 
“real good fellows.” Mr. Shaw’s trip, made in company 
with Ed. Armstrong, Western Manager, completed na- 
tional distribution for “Noxzema” from Halifax to 
Vancouver. The product first made its appearance in 
Canada in the Toronto area in 1932. 

“We were kidded considerably by the trade, during 
our trip, about moving the carload of ‘Noxzema’ we 
previously shipped to the Western market,” said Mr. 
Shaw “but as a matter of fact, we moved all that and 
more as we had to make many additional smaller ship- 
ments to certain points to provide sufficient merchandise 
for our dealers.” 


Reviving Ancient Hair Tonic 


If you have any bear grease you do not know what 
to do with, there’s a market for it. Recently the Prince 
George (British Columbia) Board of Trade circularized 
the following enquiry: “W. Dobbin, P.O. Box 904, 
Los Angeles, wants a regular supply of bear grease which 
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he proposes to use for hair tonic. He is not particular 
whether the grease comes from black, brown or grizzly 
bears.” 

But at least one citizen of Prince George intends 
to keep the industry at home. The Prince George 
Citizen recently carried this advertisement: “You do 
not need to send your bear grease to California. Local 
market will absorb all you have. Write to Box 93.” 
Hunters are holding it for a rising market. 





Demand for Cosmetics in Chile 


As a result of the strict control of foreign exchange 
and a high protective tariff, importations of cosmetics 
have dwindled to a very low level in Chile, and the de- 
mand is being supplied almost entirely by local produc- 
tion, which includes many American and European prod- 
ucts. It should also be borne in mind that Chile is 
essentially a price market for cosmetics, and per capita 
purchasing capacity is estimated to be 75 per cent lower 
than in the United States. During 1931, the last year 
for which Chilean statistics are available, Chile imported 
16,424 kilograms of scented powder; 1,568 kilograms of 
rouge, lipstick, and skin-coloring products; and 11,162 
kilograms of other cosmetics. French cosmetics pre- 
dominate in this market. Of the imports during 1931, 
76 per cent of the powder and 56 per cent of the rouge 
originated in France, as compared with 9 and 36 per 
cent, respectively, from the United States; of the other 
cosmetics, 32 per cent came from France, 20 per cent 
from Germany, and 17 per cent from the United States. 
(Vice-Consul Carlos C. Hall, Valparaiso.) 





Toiletries Production in Brazil 


The manufacturing of soap, cosmetics, and toilet 
perparations is well established in Brazil, and domestic 
products dominate the home market in this line. In 
fact, several American and foreign manufacturers main- 
tain production affiliates or branches in Brazil in order 
to take advantage of the protection afforded by the 
import tariff. In consequence of the developments of a 
significant home industry, importations of perfumery 
into Brazil have been reduced in recent years. (Consul 
George J]. Haering, Pernambuco.) 





Toiletry Prices Higher in Jamaica 


Almost all the leading American, British, and French 
makers of toilet preparations are represented in Jamaica 
by local manufacturers’ agents. The local preference 
in toilet preparations and cosmetics is for goods manu- 
factured in the United States, which country accounts 
for about 55 per cent of the imports, followed by France 
and the United Kingdom. Germany is a poor fourth. 
The retail selling prices of toilet preparations and cos- 
metics in general are from 25 to 35 per cent higher 
in Jamaica than in the United States. Local retail mer- 
chants sell these articles as near as possible to American 
prices because local consumers are familiar with prices 
through reading American newspapers and magazines. 
Duty and freight charges are the principal causes for 
the higher local prices. (Consul William W. Corcoran, 
Kingston.) 
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Canadian Patents and Trade Marks 
, ‘ HE increasing international trade relations between the United 


States and Canada emphasize the importance of proper patent 

and trade mark protection in both of these countries in order 
that the expansion of business may not be curtailed by legal diffi- 
culties. 

For the information of our readers, we are maintaining a de- 
partment devoted to patents and trade marks in Canada relating 
to the industries represented by our publication. 

This report is compiled from the official records in the Canadian 
Patent Office. 

All inquiries relating to patents, trade marks, designs, registra- 
tions, copyrights, etc., should be addressed to 

PATENT AND TRADE Mark DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 





Trape Marks UNver UNrair COMPETITION AcT oF 1932 
“Ivory Snow.” Soap. Procter & Gamble Co. of Canada, Ltd., 
Hamilton, Ont. 
“Phosfoam.” 
cago, Ill. 
“Junis.” Face cream. 
“Pepsodent.” Skin lotions. 


Powdered soap. Colgate-Palmolive-Peet Co., Chi- 


Pepsodent Co., Chicago, Ill. 
Pepsodent Co., Chicago, Ill. 
“Savons Moderne.” 
Montreal, Que. 
“June.” Toilet preparations. Saville Perfumery, Ltd., Watford, 
Hertfordshire, England. 
““Miraglo.” Manicure preparations. Mountain Varnish & Color 
Works, Inc., Toledo, O. 


Soap and soap powder. Andre P. Lebel, 


Patents 


342,335. Detergent product dissolution. Ramon Rovira Fabregas 
and Julio Morin Ostheim, both of Barcelona, Spain. 

342,427. Dry Canadian Industries, Ltd., 
Montreal, Que., assignee of Arthur A. Levine, Niagara Falls, N. Y. 

342,518. Collapsible tube closure. Myrtle Fishleigh, South 
Bend, Ind., assignee. 


cleaning soap. 


Cuba Abolishes Luxury Taxes 


By special decree the government of Cuba has abol- 
ished a large number of “Nuisance” taxes including that 
on manicure articles and imported perfumery which 
were formerly assessed at § per cent. The new de- 
cree became effective June 1. 





Transit of Luxury Articles in Uruguay 


It is reported that the Uruguayan Minister of Finance 
has ruled that the clearance prohibition on transit ship- 
ments of articles of perfumery and _ pharmaceutical 
specialties, established by a decree dated March 13, ap- 
plies only to transit across land frontiers, according to a 
recent report from Consul General Leslie E. Reed, Mon- 
tevideo. These products may therefore be cleared in 
transit, providing they are to proceed to third countries 
by water. 





Both Advertisements and Text Important 
Hové Parfumeur, Inc. 


Our business, which is still very modest, was started 
even more modestly two years ago, and THE AMERICAN 
PERFUMER, through its advertising columns, as well 
as in its reading matter, has been of vital importance 
in our growth. Our purchases, which are steadily 
growing in volume, are at least 90 per cent with 
advertisers in your journal, and the contact originally 
made through their advertisements. 
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Patent and Trade Mark Department 


Conducted by Howarp S. NEIMAN 


HIS department is conducted under the general su- 

pervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report of pat- 
ents, trade marks, designs is compiled from the official 
records of the Patent Office in Washington, D. C. We 
include everything relating to the four co-ordinate 
branchs of the essential oil industry, viz.: Perfumes, 
Soaps, Flavoring Extracts and Toilet Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter ““M” have been granted registra- 
tions under the Act of March 19, 1920. The remainder 


are those applied for under Act of February 20, 1905, 
and which have been passed to publication. 
Inventions patented are designated by the letter ‘D.” 
International trade marks granted registration are des- 
ignated by letter ““G.” 

All inquiries relating to patents, trade marks, designs, 
registrations, copyrights, etc., should be addressed to 
PATENT AND TRADE Mark DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Avenue 
New York City 





Trade Mark Registrations Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within thirty days 
after their publication in the Official Gazette of the United States 
Patent Office. It is therefore suggested that our Patent and Trade 
Mark Department be consulted relative to the possibility of an 
Opposition proceeding. 


331,214.—“Sara Lane.” Sarah E. Brown, doing business as 
Sara Lane, Des Moines, Ia. (Oct. 13, 1932.)—Cosmetics. 

333,291, 333,292.—“Listerine.” Lambert Pharmacal Co., Wil- 
mington, Del. (July 8, 1927; October, 1912, respectively.)— 
Shaving cream, tooth paste, respectively. 

335,528.—"Miss Manhattan.” Van Style Specialties Corp., New 
York. (June 1, 1932.)—Face powder and rouge. 

337,222.—"S. A. Grenoville.” Grenoville, Inc., New York. 
(Apr. 10, 1933.)—Toilet preparations. 

337,255.—‘Dentoris.” Ford Hopkins Co., doing business as 
North American Pharmacal Co., Chicago, Ill. (August, 1927.)— 
Mouth wash. 

342,163, 342,164.—"“Diamond,” “Luna,” respectively. Proctor & 
Gamble Co., Cincinnati, O. (Sept. 15, 1933.)—-Stearic acid. 

343,236.—“Aromaire.” Better Air Corp., New York. (June 1, 
1933.)—Air conditioning by vaporizing a liquid. 

343,857.—“Les-o’-Oil.”. D & S Laboratories, Portland, Ore. 
(June 19, 1933.)—Hair rinse. 

344,195.—‘Scout.” John F. Lalla Co., Chicago, Ill. (Oct. 15, 
1910.)—Flavoring extracts. 

346,168.—‘O-ral-tine.” Oraltine Co., Inc., New Orleans, La. 
(June 12, 1932.)—Mouth wash. 

348,137.—“Vitex.” National Oil Products Co., Harrison, N. J. 
(Feb. 14, 1934.)—Flavoring extracts. 

348,719.—"‘Brawlap’s.” M. T. Pratt, doing business as M. T. 
Pratt Co., Washington, D. C. (June 1, 1929.)—Hair preparations 
and cleansing cream. 

348,860.—"*X-Oil.” X-Oil Co., Chicago, Ill. (Feb. 1, 1934.)— 
Toilet preparations. 


349,072.—"“Palmolive.” Colgate-Palmolive-Peet Co., Jersey City, 


Patents and Trade Marks 
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N. J. (June 1, 1900.)—Soaps and shaving cream. 

349,168.—"“T & B.”. Thurston & Braidich, New York. (Mar. 14, 
1934.)—Gum arabic, gum Tragacanth, Karaya gum. 

349,194.—"“Sir.” Paul Peter Miihlens, doing business as Eau de 
Cologne- & Parfiimerie-Fabrik “Glockengasse No. 4711” gegnuber 
der Pferdepost von Ferd. Miilhens, Cologne, Germany. (Feb. 
18, 1933.)—Toilet preparations. 

349,235.—"P. D. S.” Emily Pauline Fraser, doing business as 
Prof. Paul de Spotte, West Brighton, Staten Island, N. Y. 
1890.)—Cosmetics. 

349,536.—“Coronet.” Marie Kuchynka, Minneapolis, Minn. 
(Dec. 14, 1933.)—Toilet preparations. 

349,833.—"International.” International Silver Co., Meriden, 
Conn. (Mar. 1, 1934.)—Powder boxes. 

349,897.—“‘Aresco.” Rubber Service Laboratories Co., Akron, O, 
(Mar. 8, 1933.)—Soap composition. 

349,993, 349,996.—‘‘Hexagon,” “RCAC.” Rossville Commer- 
cial Alcohol Corp., New York. (July 1, 1925; Nov. 15, 1933, 
respectively.) —Denatured alcohol. 

35§0,021.—‘‘Jodik.” Forest City Domestic Products Co., doing 
business as the Strong, Carlisle & Hammond Co., Cleveland, O. 
(Sept. 22, 1933.)—Soap powder. 

350,079, 350,080.—‘“Everclear,” “American.” American Com- 
mercial Alcohol Corp., New York. (Nov. 1, 1919; Jan. 1, 1930, 
respectively.) —Ethyl alcohol, denatured alcohol, respectively. 

350,119.—"“Dogglow.”—William H. Crossman, doing business as 
Dogglow Products, New York. (Mar. 1, 1934.)—Dog shampoo. 

350,124.—“Whist.” Arthur R. Bauerfind, doing business as 
the Whist Products Co., Dallas, Tex. (Mar. 14, 1934).—Hair 
tonic. 

350,396.—"“Heart’s Delight.” Scoville, Brown & Co., Wells 
ville, N. Y.  (1894.)—Food-flavoring extracts. 

350,491.—"‘Nacella.”  F. W. Woolworth Co., New York. (Mar. 
1, 1934.)—Cleansing tissues. 

350,573.—“Air-Flo.”” Evans Case Co., North Attleboro, Mass. 
(Apr. 9, 1934.)—Filled compacts. 

350,580.—"Vitalite.” Tillman Jines, doing business as All- 
American Chemical Products Co., Los Nietos, Cal. (Mar. 4, 1934.) 
—Shampoo. 


(Feb. 3, 


D 92,786 
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350,612.—‘‘Fore & Aft.” CC. Charles Waller, New York. (Apr. 
11, 1934.)—Skin lotion. 

350,633.—"Taffeta.” Janvy, Inc., Brooklyn, N. Y. (Apr. 4, 
1934.) —Toilet preparations. 

350,680.—-“Lescara.” Chartre Institute, Inc., New York. (Feb. 
26, 1934.) —Cream mascara. 

350,751, 350,752.—"“Daggett & Ramsdell.” Daggett & Ramsdell, 
New York. (Apr. 13, 1933.)—Toilet preparations; soap and shav- 
ing cream respectively. 

350,748.—"“Tweez Ease.” 
Ardon Co., New York. (Feb., 1933.)—Eyebrow preparation. 

350,805.—See illustration. Parke, Davis & Co., Detroit, Mich. 
(Jan. 3, 1934.) —Shaving cream. 

350,817.—"*Tenso.”” Tennessee Eastman Corp., Kingsport, Tenn. 
(Feb. 2, 1934.)—Antiseptic soap. 

350,901.—"Marlodent.”” Gladys M. Loeb, doing business as G. 
M. Loeb Co., New York. (Jan. 15, 1934.) —Tooth paste. 

350,960.—" Masque.” Marion Lambert, Inc., St. Louis, Mo. 
(Apr. 19, 1934.)—Manicure preparations. 

350,970.—“emt.”” 
Matthews Toiletries, Knoxville Station, Pittsburgh, Pa. (Apr. 1, 
1933.) —Cold cream and hair cream. 

350,997.—"Swedish Frost.” 
Haven, Conn. (Aug. 19, 1932.)-——Lotions. 

Sherwin-Williams Co., Cleveland, O. (Mar. 





William Bower, doing business as 


Mary Ralston, doing business as Elmarie 


Associated Perfumers, Inc., West 


351,036.—Tarso.” 
31, 1934.)—Soap. 

351,154.—"Dauffe.” 
Dauffe Laboratories, Chicago, Ill. (Oct. 1, 1933.)—Depilatories. 

351,156.—"Blue Goose.” 
Col. (Nov. 1, 1932.)—Liquid hair dressing. 

351,170.—""Tweed.” Lentheric, Inc., New York. (May 4, 1934.) 

-Perfumes. 

351,302, 351,303.—"Orolac,” “Silvon.” Crown Cork & Seal Co., 
Inc., Baltimore, Md. (Apr. 13, 1934; May 19, 1933, respectively.) 
—Bottle caps and closures. 

351,393.—"Gayanne.” Columbia Plush & Puff Co., Inc., Brook- 
lyn, N. Y.  (Sept., 1933.)—Powder puffs. 

351,580.—"Delv.” Primrose House Laboratories, Inc., New York. 
(Jan. 9, 1934.)—Cold cream and facial creams. 

352,096.—“Bonnie Jean.” 
Jean Toilet Preparations, Chicago, Ill. (May 21, 1934.)—Lotions. 


George F. Brogger, doing business as 


Buerger Bros. Supply Co., Denver, 


Nana, Inc., doing business as Bonnie 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 


These registrations are not subject to opposition: 


M314,232.—"Sparta.” Paul Peter Milhens, doing business as 
Eau de Cologne- & Parfiimerie-Fabrik ‘‘Glockengasse No. 4711” 
gegeniiber der Pferdepost von Ferd. Milhens, Cologne-on-the-Rhine, 
Germany. (Sept. 3, 1932. Serial No. 345,632.)—Perfumes, den- 
trifices and toilet preparations. 

M314,936.—"Best Under the Sun.”’ Bell Chemical Co., Chicago, 
Ill. (Apr. 1, 1933. Serial No. 338,596.)—Sunburn cream. 


Patents Granted 


Consideration of space prevents our publishing numerous claims 
and specifications connected with these patents. Those interested 
can secure copies of patents by ordering them by number at 10c 
each from Commissioner of Patents, Washington, D. C. 


1,963,635. Closure. Herbert Wainwright, Baldwin, N. Y., 
assignor to National Seal Co., Brooklyn, N. Y. 

1,963,766. Collapsible tube closure. Walter B. Stewart, Den- 
ver, Col. 

1,963,870. Collapsible tube closure. Alexander A. Scott, Knox 
ville, Tenn. 

1,964,104. Collapsible tube closure. 
wick, Fairfield, Va. 

1,964,274. Face powder box. Louis Rodnon, Brooklyn, N. Y. 

1,964,860. Collapsible tube. John F. Rabe and Fred O. Boos, 
Atlantic, Ia. 

1,965,175. Powder box. Frank J. Dolan, Brooklyn, N. Y. 
assignor to Joseph M. Price, New York. 

1,965,290. Paste tube. Harry E. Klinedinst, Glen Rock, Pa. 

1,965,327. Container. Ottomar Voelk and Alfred Boenecke, 
Berlin, Germany. 

1,965,566. Separation of volatile constituents from crude soaps. 
Christoph Beck, Ludwigshafen-on-the-Rhine, and Heinrich Dick- 
mann, Mannheim, Germany, assignors to I. G. Farbenindustrie 
Aktiengesellschaft, Frankfort-on-the-Main, Germany. 


William Thorne Borth- 
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1,965,812. 
N. J. 

1,966,273. Seal for containers. Olaf I. Waring, Flushing, N. 
Y., assignor to Ferdinand Gutmann & Co., Brooklyn, N. Y. 

1,966,351. Beauty box. Florence N. Lewis, New York. 


Closure for receptacles. Winsor Shippee, Red Bank, 


Designs Patented 


92,542. Design for a bottle. Walter R. Leach, Baltimore, Md., 
assignor to Carr-Lowrey Glass Co., Baltimore, Md. 

92,647. Design for a bottle. William John du Bree, Greenwich, 
Conn. 


92,656. Design for a toilet compact. Arthur L. Hyde, Had- 
donfield, N. J. 
92,697. Design for a bottle. Jean W. Bicks, Chicago, IIL, 


assignor to Carr-Lowrey Glass Co., Baltimore, Md. 
92,717, 92,718. Designs for bottles. Edwin W. Fuerst, Toledo, 
O., assignor to Owens-Illinois Glass Co., Toledo, O. 
92,780, 92,781. Designs for a box and cosmetic bottle. Rene 
Tricard, Paris, France, assignor to Lentheric, Inc., New York. 
92,782. Design for a toilet article set and container. Fernand 
R. Tourtois, New York, assignor to Coty, Inc., New York. 
92,786. Design for a toilet accessory container. Victor Vivau- 
dou, Los Angeles, Cal. 





Milled Transparent Soaps 


ITHERTO the two basic methods for the prepara- 

tion of transparent soaps have been (1) the old- 
fashioned process in which a tallow-rosin soap is dis- 
solved in alcohol, most of the alcohol then distilled off 
and recovered and the residue run into moulds, and (2) 
a modification of the cold process in which a proportion 
of castor oil is introduced into the stock, and alcohol, 
glycerine, or sugar solution is added during manufac- 
ture. Soap made by the former process is not usually 
immediately transparent, but requires storage for a 
prolonged time before it becomes so, and soap made 
by the second method is subject to the defects common 
to all cold process soaps. It is true the former process 
has been improved and shortened during recerit years, 
notably by J. Tseng (B. Pats. 170,060 and 170,781), 
who succeeded in producing a soap which was imme- 
diately transparent, and thus avoided the long storage, 
but such soaps are much less lasting in use than those 
which have been kept for some time. 

An important point in the manufacture of the cold 
process transparent soaps has been the very rapid cool- 
ing of the soap once it is made, and for this purpose 
A fur- 
ther extension of this principle of rapid cooling has now 
been developed and patented by Henkel & Co. (B. Pat. 
392,400), who cool the fluid soap, prepared by the 


small steel frames are generally recommended. 


“semi-boiling” method, almost instantaneously in a thin 
layer, only 2-3 seconds being taken to reduce the tem- 
perature from 90-100° C. to 20° C. Cooled in this 
way, the soap is glass-clear, and it may be then milled 
on cooled rollers, dried to a fatty acid content of 
about 71 per cent, passed very slowly through a plod- 
der, and finished off in the usual way. It is claimed 
that the only essential ingredient of such a soap is rosin, 
to the extent of about 8-10 per cent. Castor oil may 
be used, but is not necessary. Two examples of a suita- 
ble pan charge are given, viz., (1) tallow 61 parts, 
coconut oil 18 parts, castor oil 11 parts and rosin 10 
parts, this mixture being saponified with 45.8 parts of 
caustic soda lye at 30° Bé. and (2) crude palm oil 
92 parts, rosin 8 parts, saponified with 42.9 parts of 
caustic soda lye at 38° Bé.—( Perfumery & Essential Oil 


Record). 
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ESSENTIAL OILS 


Apricot omnis oe 
Amber, crude 


Amyris balsamifera. 

Angelica root : 

bicmameaan eee 90.00@200.00 

Aspic tavike) Span. 
French 


Balsam, Peru 


Birch, sweet 'N. C.. 
Penn. and Conn.. 
Birchtar, crude 


Bois de Rose 


Cananga, an native 
Cardamon, Ceylon... , 


Cassia, 80@85 p. c.. 
rectified, U. S. P. 


Cherry laurel 
Cinnamon, Ceylon... 
Cinnamon, Leaf.... 


Cloves Zanzibar 


Curacoa peels 


weet 26. 0@ 
eee 24.00@ 
Geranium, Rose 


Grape Fruit 
cig up we baa ae 24. 00@ 








































































Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


2.75 
75.00 


-56 
1.85 
.90 
1.50 


Juniper Berries 
Juniper Wood 


_ 
os ot 
SS 
ror 


East Indian 
Wine, heavy 
Wintergreen, S’thern 

Penn. & Conn.... 


Lavender, English.. 


eo 
aS 


~ 


Lemon, Italian ..... 


Ylang- Ylang, Manila 2 
Limes, distilled .... 


_ 
— CO 
oucgnne 


anos 


TERPENELESS OILS 


_— ——V“—- SH = ——Ooeo 


Mace, distilled 


Mirbane (see Nitrobenzol I) 


Mustard, genuine... Sesquiter’less 


: 50.000 90.00 
90.00@115.00 


55.00@125.00 
70.00@150.00 


Neroli, Bigarade, p. 
Petale, extra .... 


Vetivert, Java 
Ylang- Ylang 


OLEO-RESINS 


.... 35.00@ 
Orange, bitter o> aan 


- 


Orris root, con (0z.) 
Orris root, abs. 
Orris Liquid 


wo 


coogngnono7j 


OS > 


Pepper, black 


DERIVATIVES AND 
CHEMICALS 
Acetaldehyde 5 
Acetophenone 


DDH ROE NOOO 
G2 &1S> bo OO 


Pine needles, Siberia 
Pinus Sylvestris ... 


i) 
ol 


Rhodium, imitation. 
Rose, Bulgaria (0z.) 
Rosemary, French.. 


lea ota bes egies 
ns eee ‘ 
Sandalwood, East 


~~ -- 


Seam ni ee ae 35.00@ ! 
Sibi kodlviceu ees Or oe | 
C 14 (so-called) .. 
C 16 (so-called).. 
Amyl Acetate 
Amy] Butyrate .... 
Amyl Cinnamate 
Amy] Cinnamic Alde- 


Sassafras, natural.. 


Savin, French 


y 
Amyl Formate .... 
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0 
)0 
)0 
0 
D0 


00 
00 
00 
00 
00 


. A il I A TS: 


- 


~~, 


Amy] Phenyl] Acetate 
Amy]! Salicylate 
Amy! Valerate 
Anethol 
Anisic Aldehyde ... 


Benzaldehyde,-U.S.P. 
Pr. &. & 


Benzophenone 
Benzyl Acetate .... 
Benzyl Alcohol 
Benzyl Benzoate ... 
Benzyl Butyrate ... 
Benzyl Cinnamate .. 
Benzyl Formate 
Benzyl Iso-eugenol. 
Benzylidenacetone 
Borneol 
Bornyl Acetate .... 
Bromstyrol 
Butyl Acetate 
Butyl] Propionate 
Butyraldehyde ..... 
Carvene 
Carvol 
Cinnamic Acid 
Cinnamic Alcohol .. 
Cinnamic Aldehyde. 
Cinnamyl] Acetate .. 
Cinnamyl] Butyrate. 
Cinnamyl Formate.. 
Citral 
Citronellal 
Citronellol 
Citronellyl Acetate. . 
Coumarin . ee 
Cuminic Aldehyde. 7 


Dibutyphthalate 
Diethyphthalate 
Dimethyl 
Anthranilate a 
Dimethyl Hydroqui- 
WOE cn cccawescies 
Dimethylphthalate. . 
Diphenylmethane 
Diphenyloxide 


Ethyl Acetate ..... 
Ethyl Anthranilate. 
Ethyl Benzoate .... 
Ethyl Butyrate .... 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate .. 
Ethyl Salicylate ... 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. ea 
Geranyl Acetate ... 
Geranyl Butyrate .. 
Geranyl Formate .. 


Heliotropin, dom. .. 

FORGED 6 occcvns 
Hydratropic Al’hyde 
Hydroxycitronellal. . 


Indol, C. P. ...(oz.) 
Iso-borneol ....... 
Iso-butyl Acetate 
Iso-butyl Benzoate. . 
Iso-butyl Salicylate. 
Iso-eugenol 
Iso-safrol 
ROOD. 4 ccsencmes 
Linalyl Acetate 90% 
Linalyl Benzoate 
Linalyl Formate ... 
Menthol, Japan 
Synthetic ....... 
Methyl Aceto- 
phenone 


3. roy 4 4.00 
5@ 
2 '40@ 
1.15@ 1.25 
3.35@ 
1.45@ 
1.55@ 1.90 
2.00@ 4.00 

70@ .85 

95@ 1.50 
1.05@ 2.00 
5.50@ 6.25 
7.00@ 9.00 
2.90@ 3.25 
15.00@ 25.00 
2.50@ 4.00 
1.75@ 2.00 
2.00@ _ 6.00 
4.00@ _ 5.00 

.60@ 
2.00@ 

12.00@ 
1.15@ 
3.25@ 4.00 
4.00@ 
3.25@ 3.50 
2.50@ 3.50 

10.00@ 12.00 

12.00@ 14.00 

13.00@ 
2.50@ 3.00 
2.40@ 3.00 
2.25@ 2.75 
3.75@ 

3.50@ 

62.00@ 

30@ 36 

32@ 37 
6.25@ 7.00 
3.75@ 5.00 

.50@ .60 
1.75@ 2.45 
1.20@ 

.30@ 50 
5.50@ 6.00 
1.20@ 
1.00@ 
4.50@ 
1.00@ 1.25 
1.40@ 2.50 
1.15@ 2.50 

15.00@ 20.00 

.60@ 1.00 
2.60@ 3.50 
2.00@ 6.00 
2.90@ 4.00 
6.00@ 8.00 
5.00@ _ 7.00 
2.10@ 2.40 
2.50@ 

25.00@ 27.50 
3.60@ 10.00 
2.25@ 5.00 
2.30@ 
2.65@ 
2.75@ 3.25 
3.00@ 6.00 
3.50@ 4.50 
1.75@ 
1.90@ 2.75 
2.50@ 2.75 

10.50 

10.00@ 12.00 
2.75@ 3.50 
2.25@ 3.00 
2.20@ 3.00 


Essential Oil Review 


Methyl Anthranilate 2.50@ 3.00 
Methyl Benzoate ... 1.40@_ 1.75 
Methyl Cinnamate.. 3.50@ 
Methyl Eugenol 2.90@ 6.75 
Methyi Heptenone.. 3.75@ _ 6.00 
Methyl Heptine C’b. 20.00@ 36.00 
Methyl Iso-eugenol.. 8.50@ 12.50 
Methyl Octine Carb. 24. 00@ 32.00 
Methyl Paracresol.. 4.65@ 6.00 
Methyl Phenylacetate 2.65@ 3.00 
Methyl Salicylate .. 42@ 50 
Musk Ambrette 6.60@ 7.50 

OO ee 7.50@ 9. 50 

PE a acxiecne ans 2.50@ 3.00 
Nerolin (ethylester) 1.50@ 1.75 
Nitrobenzol watacha 15@ 
Nonyl Acetate ..... 48.00@ 

Octyl Acetate ..... 32.00@ 
Paracresol Acetate. 5.25@ 6.00 
Paracresol Methyl 

| Peer eee 3.50@ 5.00 
Paracresol Phenyl- 

POMS. <dciviice 14.00@ 20.00 
Para Cymene. (gal.) 1.25@ 1.65 
Phenylacetaldehyde 

De kt nadeweeen ».00@ 7.00 

RO sack deeetaca 8.50@ 10.50 
Phenylacetic Acid.. 2.50@ 4.00 
Phenylethyl Acetate. 7.50@ 10.00 
Phenylethyl Alcohol. 4.25@ 4.75 
Phenylethyl] But’rate 12.00@ 16.00 
Phenylethyl Formate 18.00@ 
Phenylethyl Pro- 

eee 12.00@ 
Phenylethyl Val’rate 16.00@ 
Phenylpropyl Acet.. 8.00@ 11.00 
Phenylpropy! Alc’hol 6.00@ 12.00 
Phenylpropyl Alde- 

| ee 8.00@ 12.00 
OEE cane causes 8.00@ 20.00 
NE te a A8@ 53 
Santalyl Acetate 22.50@ 
Skatol, C. P...(0z.) 7.00@ 10.00 
Styralyl Acetate 20.00@ 
Styralyl oe 20.00@ 
Terpineol, | eee .36@ 40 
Terpinyl ae 90@ 1.15 
EE. évcwawews .35@ 
TESTI aces eeusuce 1.90@ 2.75 
Vanillin (clove oil). 4.65@ 5.50 

(guaiacol) ...... 4.40@ 5.00 
Vetiveryl Acetate .. 21.00@ 25.00 
Violet Ketone Alpha 5.00@ 10.00 

ON a a, 5.50@ 8.00 

DOU wcnreenes ».25@ 8.00 
Yara Yara (methyl 

eae 1.50@ 1.75 

BEANS 
Tonka Beans, Para. 1.15@ 1.40 

Angostura ...... 2.40@ 2.50 
Vanilla Beans 

Mexican, whole 3.25@ 4.25 

Mexican, cut .... 3.00@ 3.50 

Bourbon, whole .. 2.75@ 4.00 

South American.. 2.75@ 3.00 

SUNDRIES AND DRUGS 
POE. «0 Wiidivwcwe 11@ 15 
Alcohol, 190-pf. gal. 4.12144 @4.29% 
Almond meal ...... .21@ 25 
Alum, potash . O8%@ 038% 
Aluminum chloride. 10@ 
Ambergris ........ 32.50@ Nom. 
Balsam, Copaiba ... .38@ .40 

ee 2.10@ 2.35 

Ns aa iac a ale ag 80@ 1.10 

Fir, Canada, gal.. 9.00@ 12.00 

a 1.25@ 1.50 
Beeswax, white .... .40@ 45 

OD avuencese .24@ .30 


Bismuth sub-nitrate 1.40@ 

Borie Acid, ton..... 105.00@115.00 
COORD. o.cs:dnesws 16@ 20 
Calcium, phosphate. .08@ .08% 

Ph’phate, tri-basic .13@  .15 

ee 03% @ «04 
CUM an dcieuc 53@  .65 
Cardamon seed .... .65@ 
Castoregm ...e.e.. 17.50@ 
Chalk, precip. ..... .084%@ .06% 
Cetyl Alcohol ..... 75@ 1.50 

ee 1.90@ 2.15 
Cherry laurel water, 

Me. wcetwuceuwee 1.25@ 
CPs GOI 6 cicccwes .30 35 
Civet, ounce ...... 3.75@ 4.50 
Cocoa butter ...... 12@ 15 
Clay, Colloidal .... .03@ .03% 
Formaldehyde ngakere .06@ .06% 
Fuller’s Earth, ton.. 16.00@ 30.00 
Formic acid ....... .12@ 16 
Fatty Acids (See Soap Sec.) 
CTR so wavesenes -75@ 1.25 
Gum Arabic, white. -.20@ ae 

BE isxaccanow 09%@ «12 
Gum Benzoin, Siam 1.30@ 1.50 

Sumatra ........ .24@ .30 
Gum galbanum 1.05@ 1.15 
Gum myrrh ....... 30@ .40 
Henna, powd. ..... 15@ _  .28 
Hydrogen peroxide. .05@ ~~ .08 
I sa coda aweals 06@ .08 
Labdanum ........ 3.50@ 5.50 
Lanolin, hydrous 18@__—.22 

anhydrous ...... .20@ .24 
Lavender flowers .. .24@ 55 
Magnesium, Carbon- 

BO vectwncaees 06% @ .07% 

stearate 2.2.66. 19@ 25 

PR eiiaxeres 0240 .03 
Musk, ounce ...... 15.00@ 25.00 
Oils, Vegetable (See Soap Sec.) 
Olibanum, a «ae .30 

siftings ; .08@ 13 
Orange flower water, 

ME: a ed be asia 1.50@ 
Orange flowers .... .20@ -90 
Orris root, powd. .. .20@ 15 
MMS o's:t nie eaeds 04% @ «407 
Patchouli leaves ... 16@ .20 
Petrolatum, white. . .07@ 11 
MOE dics danvdwcaee 16 .20 
Potassium, Carbonate .13@ 16 

Hydroxide ...... 07% @ 
Quince seed ....... 0@ 1.00 
Reseda flowers .... 1.50@ 1.65 
Rhubarb root, powd. .28@ _ .50 
Rice starch ....... 12@ ~~ .15 
Rose leaves, red... 1.40@ 1.75 
Rose water, gal. ... 1.25@ 
Salicylic acid ...... 40@ 45 
Sandalwood, chips .. -45@ 50 
es baace wan 1.75@ 
Soap, neutral white .19@  .2: 
Sodium, Carb, crys.. 01%@ .02% 

Phosphate, tribasic : .04 
Spermaceti ...... .22@ 25 
OURO i's denwee eeas 40@ 3.25 
Sulfur, precip 17@ .20 
Tartaric acid ...... -27 30 
Titanium oxide .... .22@ 25 
Tragacanth, No. 1.. 1.20@ 1.50 
Triethenalomine 45@  .50 
Venice turpentine, gal. 30@ 
Vetivert root ...... 30@ 
Violet flowers ..... 95@ 1.15 
Zine Peroxide ..... 1.10@ 1.75 

CREME oe danwauccae 74 13%@_ .15 

a) 21@_~—s.28 
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New York Market Report 


HE trend of prices in essential oils and synthetics 

during the last month has been more or less in- 
definite. It may be said that a considerable amount of 
firmness has featured the market and that some of the 
important bulk items such as orange oil and domestic 
oils like spearmint and peppermint have strengthened. 
This has given a tone of strength to the market which 
is slightly at variance with the general situation as rep- 
resented by prices of a wider range of materials. 

On the whole, business in the entire market has been 
quite active. There is not the rush which was in evi- 
dence earlier in the year but there is a steady movement 
of goods into consumption which is accounting for a 
very fair volume of business. The trade is optimistic re- 
garding prospects for Fall and business is certainly far 
in advance of that of the same period last year and the 
year before. 

Primary market strength is responsible for the ad- 
vance in the domestic oils. Crop news, usually heavily 
discounted by local factors, continues unfavorable and 
this time, it is believed that there is a foundation for 
reports of a probable shortage in the mint oils. On 
orange, replacement costs from abroad are higher and 
prices have moved in sympathy. Other items show 
only minor changes without effect upon the general 
situation. 


Vegetable Oils 


A good deal of activity has recently been noted in the 
vegetable oil market, particularly domestic oils such as 
cottonseed, corn and soy bean. Soap stocks, both 
acidulated and raw, have also been in good demand and, 
in some instances, sharp advances have taken place. 

Although there have been few new trades in coco- 
nut oil reported lately, deliveries against old contracts 
have been good and some factors feel that the demand 
for this oil will be greatly increased late this Summer 
or early in the Fall. 

Sulfur olive oil foots remain steady at 634c lb. tanks 
and 7c lb. in packages, New York for July forward 
deliveries and commercial denatured olive oil is holding 
at around 83c per gallon New York. 

A. H. Horner. 


Huge Whale Oil Haul 


A harpooner attached to the whaling fleet of the 
British Antarctic whaling factory ship, Southern Cross, 
has just established a new record for a season’s whaling 
by “bagging” no fewer than 470 whales. The factory 
ship has arrived at Durban, South Africa, with a total 
of 223,000 barrels of oil. This is worth approximately 
$2,500,000. 


Increases Raw Material Imports 


During the first quarter of 1934 United States im- 
ports of perfumes, materials used in the manufacture of 
domestic perfumes, and toilet preparations were valued 
at $636,000 and registered a value increase of ap- 
proximately $475,000 as compared with the correspond- 
ing period during 1933, when the imports were valued 
at only $161,000. (Department of Commerce) 
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Prices of Soap Materials 


Tallow and Grease 


Tallow, N. Y. C. extra 
Edible 
Fancy 
Grease, white 
House 
Yellow 


$0.03% @ 
04% @ 
05% @ 
03% @ 
03% @ 
03% @ 
0414 @ 


Fatty Acids 

Coconut Oil, 98% Saponifiable, tanks. . 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 

Saponified .04% @ 
Stearic Acid, single pressed .08%@ 

Double pressed .09 @ 

Triple pressed 11%@ 


Soap Making Oils 
Castor No. 1, tanks 09% @ 
No. 3, tanks .09 @ 
Coconut, Ceylon Grade, tanks .02 @ 
Cochin grade, tanks .02% @ 
Manila grade, tanks .02%@ 
Corn, crude, Midwest mill, tanks .05% @ 
Cotton, crude, Southeast, tanks .0444@ 
Refined .05% @ 
Foots, 50% T.F.A. 01%@ 
Lard, common No. 1 barrels 06% @ 

Olive, denatured, max. A. 
drums, gal. 84 @ 
Foots, Prime, green, barrels 07K @ 
Palm, Lagos, max. 20% F.F.A., drums .083%@ 
Niger, casks .03% @ 
Palm, kernel, tanks .03% @ 
Peanut, crude, barrels 08% @ 
Refined, barrels 08% @ 

Soya beans, max. 2% F.F.A., Midwest 
mill, tanks 06%@ 
Tallow, acidless, barrels 06144 @ 
Whale, Crude No. 1, Coast, tanks.... .04 @ 
Refined, barrels .06%@ 


.031%4@ 
03% @ 
03% @ 


Glycerine 
Chemically pure, drums extra 1 
Dynamite, drums included od @ 
Saponification, drums 10 @ 
Soap, lye .09 @ 


13%@ 
2 
° 


Rosin 

Barrels of 280 pounds 
i “Gils irnat ine cathe cose rate 
5.45 
5.55 
5.70 
5.80 
5.85 


Acid, muriatic, 18°, 100 pounds......$1.00 
Sulfuric, 60°, ton 
66°, ton 
Borax, crystals, carlots, ton 42.00 
Cyclohexanol (Hexalin) .30 
Naphtha, cleaners, tank cars .05 
Potassium, carbonate, 80@85% 
Hydroxide (Caustic potash) 
92% 
Salt, works, ton .50 
Sodium carbonate (Soda ash) 
light, 100 pounds 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40°, drums, 
pounds 
Sulfate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


Soda) 


works, 
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